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ABC Board Won't 
Okay New Rule, 
Magazines Told 


Forcing Publication 
Of Figures Might Be 
illegal, Members Feel 


New YorK—The battle of read- 
ership figures vs. audited circula- 
tion flared again last week, as the 
two magazine members of the 
board of the Audit Bureau of 
Circulations told magazines that 
ABC probably will take no action 
toward compelling publication of 
ABC figures along with reader- 
ship statistics. 

A joint memorandum from Phil- 
lips Wyman, vice-president of Mc- 
Call Corp. and publisher of Red- 
book, and Benjamin Allen, cir- 
culation director of Curtis Pub- 
lishing Co., told members that 
while most magazine publishers 
favor a resolution now before the 
ABC board requiring publication 
of net paid circulation along with 
audience statistics, “there is little 
likelihood of this resolution in its 
present form being passed.” 

“A few of our members have 
expressed themselves strongly in 
opposition to such a rule,” the 
memorandum said, adding: “Even 
some of the members who favor 
the rule feel that the publishing 
of the ABC figures alongside of 
the readership figures would tend 
to give ABC sponsorship to the 
readership figures.” 


s Wyman and Allen reported that 
legal aspects of the case would 
have a strong bearing on the 
board’s decision, and that the 
board evidences reluctance to pass 
the resolution on the ground that 
passage “would be exceeding their 
authority.” 

On the other hand, “while we 
cannot speak for the board,” Wy- 
man and Allen pointed to “a gen- 
eral attitude that the use of multi- 
ple readership figures as a sub- 
stitute for net paid figures in the 
selliig of advertising leads to con- 
fusion and misunderstanding on 


the part of advertising buyers, 

— sales force and their re- 
alles,” 

“Il, there is any way by which 
he {BC can properly influence 
rc \trol the misuse of readership 
ese: rch findings, we believe the 
oar will strive to find the way,” 
he » emorandum said. 


A’ ached to the mimeographed 
randum was an_ opinion 
fro... the attorneys for the bu- 
which said in part: 

.I do not believe that the 
' a has the right to tell a pub- 
ISI how he can or cannot do 
*r in things in connection with 
* ousiness that are not tied in 
the release of publisher’s 
1ents and audits of net paid 
ation. In order to tie in the 
sed rule with net paid cir- 
“ .on figures, it would have to 
pe assumed that the assertion 
pu cly by a publisher that he 
®  veadership figures of a given 

(Continued on Page 75) 


NEW WINE—American Wine Co., Beverly 
Hills, Cal., will announce its new Cook’s 
Early American wine with this type of 
ad in newspapers and magazines early 
in October. The illustration is taken di- 
rectly from the label. Foote, Cone & 
Belding, Los Angeles, handles the ac- 
count. 


American Wine 
Raises Budget 
for New Line 


Its ‘Early American,’ 
Sweeter Tasting, Will 
Bow First in 6 Cities 


BEVERLY HILLs, CAL.—Now cele- 
brating its 100th anniversary, the 
American Wine Co. has jumped its 
ad and sales promotion budget 
from $84,000 this year to close to 
$500,000 for 1949-50, and will soon 
begin promotion of an ambitious 
expansion of its line. 

The company was founded in 
1849 to produce Cook’s Imperial 
American champagne, which re- 
mains the company’s principal 
product. Along the way other wines 
have been added to the line. Con- 
vinced opportunities to increase 
sales volume of champagne are 
limited now, Louis Golan, pres- 
ident, has decided expansion must 
come through a more diversified 
line. 

Looming largest in these plans 
is introduction of an entirely new 
wine under the label, “Early 
American Wine.” The new wine 
marks the culmination of several 
years’ work to develop a sweeter 

(Continued on Page 78) 


Agency Selection... 
For another inside 
viewpoint, see ‘Voice,’ 
Page 60. Other features: 
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Along the Media Path 
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FCC Refuses to 
Postpone Ban 
on Giveaways 


Temporary Injunction 
Asked by Schwimmer; 
Networks Will Follow 


New YorK—American Broad- 
casting Co., Columbia Broadcast- 
ing System and National Broad- 
casting Co., having failed to ob- 
tain a stipulation from the Fed- 
eral Communications Commission 
postponing the effective date (Oct. 
1) of its giveaway ban until the 
courts decide on its legality, are 
expected to file motions for tem- 
porary injunctions this week. 

Lawyers for the networks, which 
earlier this month instituted fed- 
eral court suits against the com- 
mission’s blackout ruling on prize 
programs classified as_ lotteries, 
conferred with FCC counsel on a 
possible stay of action pending the 
outcome of litigation. 

Informed sources say the com- 
mission’s counsel indicated that 
the FCC prefers to let the ruling 
stand as is—no license renewals 
for offending stations after Oct. 
l1—until the courts decide the is- 
sue. 

Original complaints filed by 
ABC, CBS and NBC asked tem- 
porary injunctive relief, but for- 
mal motions for such action now 
are required to set the legal ma- 
chinery in motion. Legal repre- 
sentatives for the broadcasters 
have been discussing the giveaway 
action together, but temporary in- 
junctions will be requested in 
separate suits. 


a In Chicago, Walter Schwim- 
mer’s Radio Features Inc. stole a 
march on the networks Thursday 
by formally asking the federal 
court there for a restraining order 
and preliminary injunction against 
(Continued on Page 79) 


TV Sponsors Spending © 
More for Same Shows 


Mullins Switches 
to Dailies; Will 
Test New Group 


October Drive Offers 
‘Long-Sought’ Chance 
for Trial, Adams Says 


Warren, O.—Mullins Mfg. Corp. 
will switch from general maga- 
zines to newspapers and news- 
paper-distributed magazines and 
supplements next month, and will 
apply to them the same yardstick 
it has used in measuring the ef- 
fectiveness of magazines. 

Marshall Adams, advertising and 
sales promotion manager, said the 
special promotion for Youngstown 
kitchens will give Mullins “a long- 
sought opportunity” to test news- 
papers and the supplements on the 
basis of coupon returns and cost- 
per-page-per-thousand. 

Results from this test, which will 
represent the company’s first use 
of newspapers on a national scale, 
may be reflected in’ Mullins’ 
choice of media for 1950, Mr. 
Adams declared. 


a Mullins’ ad chief provoked 
plenty of challenges in mid-1948 
when he told an Association of 
National Advertisers’ session that 
his company had learned, through 
investigation of inquiries from na- 
tional magazine advertising, to 
consider cost-per-inquiry and cost- 
per-page-per-thousand as primary 
factors in buying advertising 
space. 

Last July (AA, July 18), Mr. 
Adams declared that he had no 

(Continued on Page 8) 


Last Minute News Flashes 
Will Grant, Hill Blackett Merge Agencies 


Cuicaco—Hill Blackett & Co. and Grant Advertising Inc. have con- 
solidated, following several weeks of negotiations (AA, “Private Lines,” 
Aug. 29). They will operate as Grant Advertising Inc. at 919 N. Mich- 
igan Ave. here. Names of officers were not disclosed. Among the ac- 
counts to be handled by the merged agency is that of the Wander Co., 
Chicago, formerly directed by the Blackett agency. Oelerich & Berry 
Co. (Old Manse syrup), and Monark Silver King (bicycles), formerly 
Blackett accounts, have moved to E. H. Brown Advertising Agency, 
Chicago. A. E. Staley Mfg. Co., another former Blackett account, moved 
to Ruthrauff & Ryan a month ago, following the agency’s resignation. 


Ratner Leaves CBS to Become Macy Ad Executive 


New YorK—Victor M. Ratner, vice-president in charge of sales pro- 
motion and advertising of the Columbia Broadcasting System, has been 
named vice-president in charge of sales promotion, public relations 
and advertising of R. H. Macy & Co. No CBS replacement has been 
announced for Mr. Ratner, who takes over his new duties Nov. 1. 


Monitor to Resume Advertising in October 


New YorK—Monitor Equipment Corp., now operating on a financial 
reorganization plan, will resume national advertising in October with 
fractional pages in Good Housekeeping, Ladies’ Home Journal, Mc- 
Call’s and Woman’s Home Companion, featuring its new $69.45 Mon- 
itor Aerator washer. A newspaper campaign in cooperation with 200 
department stores will break also in October. Buchanan & Co. handles 


the account. 


(Additional News Flashes on Page 79) 


Texaco, Bigelow, Other 
Companies List Changes 
in Costs Since Spring 


By MAUuRINE CHRISTOPHER 


New YorK—Many veteran tele- 
vision advertisers will dip deeper 
in their pockets this fall to pre- 
sent last year’s shows. 

High-rating stars have been 
given raises. Live studio rehearsal 
charges are up—$25 more an hour 
at NBC and $50 more an hour at 
CBS—over 1948. And, of course, 
time charges increase constantly 
as set circulation expands. 

“Keeping costs in line is the 
biggest problem in_ television,” 
Donald W. Stewart, advertising 
manager of Texas Co., points out. 
“In radio there is a script for a 
perfectly timed half hour. In tele- 
vision a last-minute brain-storm 
for a production number may be 
enough to put the show over the 
budget.” 


es When the “Texaco Star The- 
ater”: starts the fall season on 
NBC Sept. 20 it will be a much 
costlier package, time, talent and 
production wise, than it was when 
the hour-long vaudeville program 
premiered last year. Milton Berle, 
whe last year drew $3,500 weekly 
for a broadcast and a telecast, will 
get $10,000 for TV only. This will 
bring the weekly talent outlay to 
$18,000 or $19,000. 

Production charges for sets, 
costumes, etc., were averaging $3,- 
500 weekly when “Star Theater” 
went off for the summer. This is 
about $1,000 more than the initial 
production figure. 


ws Time costs, due to the addition 
of stations and higher rates for 
older stations, will be more than 
doubled. Texaco will spend ap- 
proximately $11,000 weekly 
through Kudner Agency to bring 
Mr. Berle into homes in more than 
30 cities. 

After costs, timing is Texaco’s 
biggest worry. Adlibs to cover 
fluffed lines sometimes throw the 
show off schedule. The sponsor, 
however, is adamant on one point: 
The Texacomen (the advertiser’s 
signature) must get on to sing 
their closing chorus even if the 
curtain has to be pulled on Milton. 


ws Bigelow-Sanford Carpet Co. is 
increasing the weekly talent and 
production ante for the Dunninger- 
Paul Winchell show some 20% 
over last year’s $5,000. An NBC 
feature in 1948, the mentalist and 
ventriloquist will be aired on CBS 
starting Oct. 5. 

Additional funds will be used 
for (1) a raise for the stars, (2) 
higher budget for writers, actors, 
sets, etc., and (3) increased live 
rehearsal fees. Time costs will be 
up to cover additional markets. 

“Television came into its own 
last fall after starting with nothing 
in September,” Frank Telford, 
Young & Rubicam producer for the 
Bigelow show, said. “This year 

(Continued on Page 75) 
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ANA Offers Book 
on Testing Sales 
Pull of Display 


New YorK—A technique to mea- 
sure the relative sales effective- 
ness of two different displays of 
a product will be offered for sale 
at $2.50 by the Association of Na- 
tional Advertisers. 

Jack Kurie, vice-president of 
the ANA, introduced and first ex- 
perimented with the technique 
when he was with Look, to test 


the relative effectiveness of dif- 


| ferent distribution practices of the 


magazine. Later it was used by 
M & M Ltd. in the development of 
effective point-of-sale displays for 
candy. 

In the summer of 1948 an ex- 
haustive test was carried out by 
the Wildroot Co., which has con- 
sented to release its findings as an 
example of how the test works. 

This technique is said to give 
the percentage advantage of one 
display over another in terms of 
sales. The factors of weather, pay- 
days, seasonal variations and other 
uncontrollables are held constant 
by the use of the techniques em- 
ployed. 

“Daily or weekly sales records 


THE LEADER INA 
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are kept,” the report says, “show- 
ing the net sales for each day or 
week in each store that the test is 
being conducted. The net sales 
measurement is obtained by de- 
termining inventory figures in 
each store at the beginning and 
end of each day or sales period un- 
der consideration together with 
the amount of goods received at 
the store during the period. 

“In operation this means that 
the amount of goods on hand at 
the beginning of the sales period, 
plus the goods received during the 
same period, less the goods on hand 
at the end of the sales period, 
represents the net sales of the 
store.” 


s Products that are benefited most 
by the use of display activity with- 
in a store are held to be suitable 
generally for this technique. The 
more desirable types of products 
listed in the report are: (1) Im- 
pulse items, products that the pur- 
chaser usually had not planned to 
buy when he entered the store; 
(2) items subject to brand switch- 
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‘*He’s all steamed up over the results he got 
in The Des Moines Sunday Register’’ 


Lucky he likes working under pressure—he’ll need a full 
head of steam to get out those orders! 


They come from every county in lowa. The Des Moines 
Sunday Register gets results in all 99 of them . . . dominates 
82 counties with coverage ranging from 50% to saturation 

. a market of 2,000,000 people. Statewide average— 


7 families out of 10. 


That's over 500,000 families! In only nine other cities 
can advertisers buy this kind of circulation. 

And only in lowa can they draw from two such markets— 
an urban market that tops Cleveland, St. Louis, Boston, 
San Francisco—a farm market that tors ’em all! 

No wonder advertisers have made The Des Moines 
Sunday Register one of the first seven Sunday papers in 


general advertising linage. Results! And they're yours at a 


milline rate of only $1.66. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 


AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


ing, such as cigarets, for example; 
(3) items with high frequency of 
purchase. 

Research in this technique shows 
that a minimum of 36 units should 
be sold during each testing seg- 
ment, whatever the product may 
be. 

The test should be conducted, the 
report says, in a pair of stores in 
comparable neighborhoods. “The 
stores should be similar in size 
and quality, and the location for 
the displays inside the store should 
be comparable in terms of traffic, 
surrounding merchandise, distance 
from cash register and entrance, 
and visibility of location. The re- 
sults will then be representative of 
normal expectations for the city 
size, geographical section, neigh- 
borhood and location of display 
used in the tests. 


w With respect to timing, the re- 
port advises that “the competing 
displays should be installed in the 
stores and left there for a period 
of time equal to about two to four 
weeks. This period is set up to the 
number of days required to achieve 
the minimum sales which are ne- 
cessary to make the test work. 
From tests already conducted it 
was found that at least 36 units 
of the tested product should be 
sold in each store for each mini- 
mum period. 

“After this initial period the 
displays are removed from the 
stores for a similar length of time. 
Following this ‘rest’ period the 
displays are reversed between the 
stores and again installed for the 
same length of time as at first. In 
other words, the entire test, broken 
into three segments of equal time, 
will take from about six to 12 
weeks.” 

The report gives a step-by-step 
procedure to follow in conducting 
and evaluating the tests. Details 
for training interviewers are given 
in addition to day-by-day pro- 
cedure to be followed during the 
test. Instructions for computing 
results are explicit and are sup- 
ported by mathematical proof of 
the formula suggested. 


= In a general review of operating 
hints, the report makes a number 
of specific suggestions. Among 
these it points out that “to in- 
crease reliability and furnish a 
cross check on the administration 
of the test it is suggested that the 
test be performed more than once 
on a given pair of displays.” 

Tests made indicate that “the 
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‘POST’ DEBUT—With this four-color page 

in the Sept. 10 Saturday Evening Post, 

Pitney-Bowes Inc., manufacturer of post- 

age meters, breaks its largest ad 

campaign to date. The account is hean- 

dled by L. E. McGivena & Co., New 
York. 


influence of a display on deferred 
sales tends usually to be correlated 
with immediate (and hence mea- 
surable) sales. In consequence, 
there is basis for assuming that 
the immediate sales effectiveness 
can indicate the over-all sales 
value of a display.” 


WOW-TV Begins Regular 
Service in Omaha Area 


Station WOW-TV, operated by 
Radio Station WOW Inc., Omaha, 
began regular service Aug. 29 with 
a daily 8%-hour schedule. The 
new video outlet, a member of 
NBC’s “non-interconnected” net- 
work, began operations with a 
record of 4,000 “sets in use,” fol- 
lowing a two-months’ set sales 
campaign via WOW. Officials said 
test pattern reception reports in- 
dicate that WOW-TYV is covering 
a 75-mile area from Omaha. 

Joe Herold, former chief tech- 
nical adviser, has been named 
manager of the video station and 
Russ Baker production chief, Har- 
old Storm, WOW publicity man- 
ager, will be chief of the WOW- 
TV film department. 


Simpson Names Monahan 


Leo C. Monahan, formerly as- 
sistant general sales manager of 
the Insulite division of Minnesota 
& Ontario Paper Co., Minneapolis, 
has been named manager of sales 
of the woodfiber division of Simp- 
son Logging Co., Shelton, Wash 
He succeeds A. L. Crozier, who 
has become assistant to Charles 
E. Devlin, new general sales man- 
ager of Simpson. 


Foote, Cone & Belding 
Saves Sunkist $550 
on Single Ad! 


The original art for a full page 
Sunkist ad had to be in two 
places at once... at the plate- 
maker’s and with a gravure firm 
... 80 Foote, Cone & Belding 
considered having the artist 
nake a duplicate. 


Instead, they ordered a Chromart 
O-A Print, made from the art. 
This gave them two pieces of 
copy, both suitable for plate- 
making. Although the O-A print 
subdued a few of the highlight 
details, these they readily restored 
by retouching the O-A print. 


After print cost and retouching, 
the total saving was $550! 


CHROMART O.-A Prints (O-A 
for Original Art) have other 
uses. Perhaps your art is the 
wrong size to fit into final 
paste-up. Or you may need 
color guides for 24-sheet hand- 
paints. 


We charge $20 for color 
photography of your art and a 
Chromart O-A costs from $52 
to $122, depending on the size 
ordered. Investigate! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 
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3 publication of the September issue of the new 
SCIENTIFIC AMERICAN completes the first phase in the building 
of this magazine. With this issue (our 17th), the new SCIENTIFIC 


= Th . ) : 9 AMERICAN arrives at a net paid circulation of 100,000. It has 
Ox é ae ae Sees ° . a ° | 
‘>= assembled the audience for which it is designed. 
a SCIENTIFIC AMERICAN, accordingly, announces a circula- 
= tion guarantee of 100,000 effective with the January, 1950 issue. 


This is a growth of 120% in the first seventeen months of publication. 


“’ i, 
# i 


This circulation, the only 100,000 of its kind, testifies to an 
original achievement in U. S. magazine journalism. The new 


lor poge - 
ing Post, 
=, Pp / \ | : } i | R ‘ $3 AN SCIENTIFIC AMERICAN is the nation’s first magazine to cover 


is bes all of the sciences. It is addressed, without compromise, to those ' 
,O., ew ; 


who are most interested—to the small group of trained and gifted 


men in the research, engineering and executive staff of American 


oetes industry and science who have made our age the age of science. 
etines The new SCIENTIFIC AMERICAN is the first to single them out 
ing that from the public at large and bring them together in a single 
‘tiveness 


11 sales circulation. 


The decisive economic influence of this audience is now win- 


ar ning the recognition of leading industrial advertisers. This is attested 

or to by the roster of advertisers in our September issue, listed below. 

‘Omaha If you do business with industry, the 100,000 scientific Amer- 

dng _ icans are your customers. They set the buying habits of industrial 

~ oly America. For the first time, you can reach them in the circulation 

te of a single magazine. The SCIENTIFIC AMERICAN subscribers 

oo peer are identified by title, profession, company and industry. Ask to 

orts ~ see the breakdowns of our subscription list. Write: SCIENTIFIC 

coverin 

ha. AMERICAN, 24 West 40 Street, New York 18, New York. 

ief tech- : , ; 

- named With the new circulation guarantee, a new rate of $1,000 per page 

a eer. is established per Rate Card No. 4. Meanwhile Rate Card No. 3 contin- 

WOW. ues in effect: until midnight December 31, we will accept contracts and } 
space orders for the 12 months of 1950 at the present rate of $700. 

han 

erly as- | 

nager of 

finnesota } 

ineapolis, — 

- of sales b 

of Simp- 

n, Wash 


— CIRCULATION: THE ONLY 100,000 OF ITS KIND ADVERTISING: A BEGINKENG 


Alexander Hamilton Institute 


——$_— , Allied Chemical and Dye Corporation 4 
ete ¥ 100,000 American Optical Company J 
mae 46 on ff Bell Telephone Laboratories 
Engineers, Brush Development Company | . 


Central Scientific Company 4” 
a" Davison Chemical Company 
Distillation Products, In 4 


Industrial & Basic Research 
Ig ’ Executives 

Medical and Medical Research 
Students (Technical) 


Eastman Kodak C mpany 
ilms, Inc. 


80,000 


Science Teachers 5% MBoid Company 


2g 70,000 BS So Internation@t Business Machines Corporation 
O-A ate rnational Latex Corporation 
ther 7% Kinney Manufacturing Company 
final E. Leitz, Inc. ’ 
an National Research Corporation 
sal 6% ae aes ; Nuclear Instrument and Chemical Corporation 
George A. Philbrick Researches, Inc. 
nd a 6% Radio Corporation of America 
oe Revere Copper and Brass Incorporated 
ae 8% 50,000 Tracerlab, Inc. 
Western Electric Company 
-_ Total: — 100% Westinghouse Electric Corporation 
d 
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Cowles to Launch 
‘Flair’ in January 


New York—Full-page rates for 
Flair, the new monthly of Cowles 
Magazines Inc., will be $2,000 
black-and-white, $2,250 for black 
and one color, and $2,700 for four 
colors. The magazine will come 
out in January, with an initial 
guarantee of 200,000. 

Fleur Cowles, wife of Gardner 
Cowles and associate editor of 
Look, is editor of the new publica- 
tion, described as devoted to fash- 
ion, art, literature, travel, decor, 
theater and entertainment. 

Designed for the class field, 
Flair will be unconventional and 


elaborate in format, using several 
different printing processes and 
unusual paper stocks in different 
parts of the magazine. The price 
is 50¢ a copy and $5 per year by 
subscription. 

Arnold Gingrich, onetime editor 
of Esquire, has been named general 
manager of Flair. William Leveson 
Gower, previously representative 
for Europe of the American Red 
Cross, will be European manager 
with headquarters in Paris. 

Some members of the editorial 
staff have been appointed, and fur- 
ther additions will be made. The 
sales staff, which will function 
just for Flair, is also in the process 
of organization. 

With the launching of the long- 
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rumored and finally-arrived Flair, 
practically on the heels of Quick, 
the Cowles brothers add another 
property to an empire previously 
estimated (AA, Aug. 1) at $50,- 
000,000. 

The report that the organization 
might bring out a radio-television 
magazine is entirely without basis, 
according to a company spokes- 
man. And plans for any future 
magazines, it was pointed out, will 
not take shape until Flair is prop- 
erly under way. . 


Ginn Joins Western Stove 

Lloyd C. Ginn, formerly adver- 
tising sales promotion manager of 
American Stove Co., St. Louis, 
has joined Western Stove Co., Cul- 
ver City, Cal. manufacturer of 
Western Holly gas ranges, as gen- 
eral sales manager. The appoint- 
ment is effective Oct. 1. 


Schneider to Johnson Agency 
Corydon M. Johnson Advertis- 
ing, Bethpage, L. I, has added 
George G. Schneider, formerly 
with Pan American Airways, to 


its advertising sales staff. 


Only the Best 
Ahead for NBC, 
Affiliates Told 


WHITE SULPHUR SPRINGs, W. Va.— 
National Broadcasting Co.’s third 
annual affiliates convention last 
week was like a college pep rally 
before the opening game of a heavy 
football schedule. 

Tone of the meeting was set by 
Niles Trammell, network pres- 
ident, who foresaw an optimistic 
future for American industry in 
general and NBC in particular. 

NEC says it has more television 
advertisers and less choice radio 
time open for fall than any of its 
competitors. The radio network, 
which is sold out daytime, Monday 
through Friday, except for a 15- 
minute strip, expects to sell one 
or two more periods of evening 
time by early fall, affiliates were 


iy 


‘er 


The odds are 


3tol 


she has no 


Sho 


ping List 


our national advertising. Now 
she’s on her way to her Jocal! neigh- 
borhood shopping center (where 98% 
of all food and 85% of all drug prod- 
ucts are bought). Will she now spe- 
cify your brand? 


y OU have bombarded her with 
y 


76% of shoppers carry no shopping 
lists...75% buy items they hadn’t 
thought of buying. ..38% of all food 
purchases are impulse purchases... 
20-1 your products have no display in 
“her store” this week! 

Yet your products can have a dis- 
play —all day and every day —right 
in the zone of action. One primary 
medium (and only one) offers you 
the means of selling your customer 
just before she buys. 

This medium is Criterion Service 
—through Criterion Poster Displays. 
Your Criterion Showing is completely 


CRITERIO 


IN THE ZONE OF ACTION 


built-to-order to cover the specific 
shopping centers where you have 
distribution, in all parts of the 
United States. Big and colorful, 
these panels work for your product 
365 days a year. 

Armour, Heinz, Kellogg, Kraft, 
Lever Bros. and Libby are some of 
the advertisers using this primary 
medium...Let us show you — with 
facts, figures and case histories— 
just how Criterion Poster Displays 
can help move your products... . 
CRITERION SERVICE, 
122 E. 42nd St., New York 17, N. Y. 
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told. 

Twenty-eight advertisers hav 
bought 19% hours on NBC-TV 
compared with 8% hours backe 
by 18 sponsors a year ago. Dolla 
volume for the first six month 
of 1949 shows the network wit! 
twice as much TV time sponsore: 
as its nearest competitor and ap 
proximately five times as muc! 
as either of the two remainin; 
hookups, Mr. Trammell said. 


a “In number of total video sta 
tion hours sold, NBC is way ou 
in front with 770, compared tv 
338 for Columbia, 260 for ABC anc 
227 for DuMont,” the network ex. 
ecutive continued. 

Calling upon the broadcasting 
industry “to revitalize its selling 
and promotion efforts to win the 
race for the advertising dollar,” 
Mr. Trammell said radio—‘“a better 
buy than ever’—sometimes needs 
to be reminded of the “basic ad- 
vantages of our own medium.” 

He said NBC’s cost per thousand 
listeners has decreased 23% since 
1939, while the cost per thousand 
on the country’s largest weekly 
magazine has gone up 17% and 
daily newspapers up 7%. 

Unlike CBS, “which always had 
difficulty keeping sponsors” for 
periods opposite NBC’s all-star 
Sunday night lineup, NBC has been 
able to sell its Sunday night time 
opposite those same stars, Harry 
Kopf, vice-president in charge of 
sales, asserted. 


a “During the summer just ended, 
we far outstripped the competition 
on nighttime commercial hours, 
with 70% more business than any 
other network and nearly as much 
as ABC and CBS combined,” Mr. 
Kopf claimed. 

He said 91% of NBC’s affiliates 
—an alltime high—now carry the 
average NBC program. 

National has added more than 
5,000,000 radio families, a figure 
greater than the total circulation 
of the nation’s leading magazine, 
to its audience in the past three 
years, Hugh Beville Jr., director 
of research, said. 


Offers Nylon Fabrics 
for Home Sewing Market 


William Winkler, division of 
Blue Ridge Textile Co., Bangor, 
Pa., has launched a campaign in- 
troducing nylon fabrics for ihe 
home sewing market in the fall 
issues of Vogue Pattern Book and 
McCall Pattern Book. 

This is the first consumer cam- 
paign for William Winkler fab- 
rics, which formerly were avail- 
able only to fashion designers. 
Emil Mogul Co., New York, is 
the agency. 


Brophy Heads NAMP Speakers 


Thomas D’Arcy Brophy, cha:r- 
man of Kenyon & Eckhardt, former 
chairman of the American Asso- 
ciation of Advertising Agencies, 
and uw director of the Advertis ng 
Council, will be the princ pal 
speaker at the banquet Sept. 12 
at the 30th annual meeting of ‘he 
National Association of Maga’ ine 
Publishers to be held Sept. 12-13 
at Spring Lake, N. J. 


O’Sullivan Gets Copy Post 


Dennis H. O’Sullivan, form: '|y 
with McKim Advertising, Toro: ‘°, 
has been appointed copy dire: 0! 
of the Los Angeles office of ! "- 
sacher, Wheeler & Staff. 


Throughout the U.S.A, the bestanfor 


EXPORT MANAGER 


and 


EXPORT ADVERTISER 


every week read 
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SEVEN FULL-TIME 
FARM EDITORS 


Seven full-time farm editors com- 
bine their agricultural know-how to 
make The Weekly Star the most 
serviceable and best read farm paper 
in the Mid-West. 

No armchair editors, these men and 
women work from the fields and feed 
lots to keep abreast with the latest in 
agriculture. Its staff is continually 
working with new ideas and thoughts 
in farming which create a freshness 
peculiar to The Weekly Star. 

A “how he did it” school of edi- 
torial thought is followed. Farmers 
are given detailed, on-the-farm suc- 
cess stories covering every phase of 
farm operation. 

In addition to its staff, The 
Weekly Star has the services of top 
agricultural specialists in their field 
who prepare weekly columns on dairy- 
ing, poultry, gardening and fruit. 

Each year thousands of farmers and 
their wives present their individual 
problems on subjects ranging from 
crop rotation, treatment of sick ani- 


mals, to farm home remodeling, to the 


Farm Questions Columns. Answers 
are prepared by recognized authorities 
and the farmer gets an immediate 
answer by mail. 


First With All Farm News 


The Weekly Star’s unique format 
and speed of publication make pos- 
sible a one-day closing date that gets 
all important agricultural information 
to farmers ten days to a month before 
they get it in any other farm paper. 

Students of farm media have com- 
mented that they find no téchnical 
agricultural information of im- 
portance in state and national farm 
papers that has not previously been 
reported fully and authoritatively in 
The Weekly Star. Some comments 
have indicated that The Weekly Star 
is used as a sort of assignment sheet 
for other papers in its field. 


Not a Supplement 


The Weekly Star is not included in, 
nor is it a supplement of any daily or 
Sunday newspaper. It is strictly a 
technical agricultural trade paper, 
produced for and read by Midwest 
‘armers. 

It is a farm paper with its own pre- 
‘ominately R, F. D. subscription list 


nd its own independent full-time. 


‘ditorial staff whose only purpose is 
/ profitably serve and inform the 
-ormers of Missouri, Kansas, Okla- 


! oma and Arkansas. 


60 Years Old 


Founded sixty years ago The 
Veekly Star has deep roots in the 
lidwestern soil. 
vas responsible for bringing into the 
rea imported bulls to demonstrate 
he value of good sires in the build- 
ng of better herds. New, improved 
rops, more profitable farm opera- 
ions, through balanced farming, farm 
aechanization, new breeding tech- 
\iques, have all been brought to Mid- 
vest farmers FIRST through the 
-olumns of The Weekly Star. 
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As early as 1900 it | 


LOUIS BROMFIELD 
FINDS WEEKLY STAR 
USEFUL FARM PAPER 


ITHACA, N. Y.—Louis Bromfield, 


novelist farmer and national authority | 


on soil conservation, speaking at the 
A. A. A. C. E. at Cornell University, 
highly praised The Weekly Star’s 


leadership in publicizing means of con-. 


trolling soil erosion which he feels is 
the greatest problem facing the wel- 
fare of the American farmer and con- 
sumer today. 

Bromfield said he had a high regard 
for and was a faithful reader of The 
Weekly Star, which contained, he 
added, as much reading matter of in- 
terest to farmers in each weekly issue 
as the usual semi-monthly or monthly 
farm magazine. 

He said he had been traveling con- 
siderably of late and was carrying 
three back issues of The Weekly Star 
in his car in an effort to catch up with 
his reading. 


LEADING FARM 
PAPER IN MISSOURI 
AND KANSAS 


More Missouri and Kansas farmers 
read The’ Weekly Star than they do 
any other farm paper. In addition to 
its 308,000 subscribers in Missouri and 
Kansas, The Weekly Star delivers 
more than 120,000 copies each week to 
the states of Oklahoma and Arkansas. 

Staff men, special correspondents 
and extension experts at the agri- 
cultural colleges, report every farm 
development of importance each week 
from every corner of the rich four- 
state area. 

The Weekly Star is printed in three 
separate editions: Missouri, Kansas 
and Oklahoma-Arkansas. Special 
pages in each edition are devoted to 
agricultural problems pertinent to 
each area. 


HONORS NATION'S 
TOP FARM YOUTH 
FOR TWENTY YEARS 


1948 marked the twentieth anniver- | ~ 
sary of the Star Farmer Awards, | © 
originated by The Weekly Star to en- | 
courage and reward the top farm|_ 


youth of the nation. 


Each year The Weekly Star has pre- | 
sented a $1,000 prize to the Star Farmer | 7 
of America, who is selected from the | 7 
Future Farmer groups of the forty- | 737) 
eight states, Puerto Rico and Hawaii. | #4 


The editorial policy of The Weekly 
Star is to inform, stimulate and en- 
courage the farm youth and guide 
them toward more profitable farming 


practices. Through columns addressed | Meg 


to 4H clubs and Future Farmer 
groups, each week The Weekly Star 
presents a running story of all their 
activities and progress. Other editorial 
phases of the paper give the farm 
youth all that is sound and pertinent 
to Midwest agriculture. 


TOP FARM EDITOR FOR YEAR 
WEEKLY STAR’S JOHN COLLINS 


OFFICIAL RECOGNITION AS OUTSTANDING 


FARM EDITOR OF YEAR FROM 
AGRICULTURAL COLLEGE 
INFORMATION MEN 


Selected From 22 Nominations 


Ithaca, New York—John M. 
Collins, editor of The Weekly 
Kansas City Star, was recog- 
nized July 8, 1949, by the Ameri- 


can Association of Agricultural || 


College Editors as the outstand- 
ing farm paper editor of the 


year. He was awarded the 1949 
Memorial | ' 


Reuben - Brigham 
plaque for meritorious service to 
agriculture. Presentation was at 
the convention of the Associa- 
tion at Cornell university. 


The previous farm editor award was 
made to Carroll Streeter, managing 
editor of the Farm Journal, Phila- 
delphia. 


“The award is not necessarily based | |” 
on achievement during the current |: - 


year,” J. W. Scheel, of Oregon State 
College, chairman of the Award Com- 
mittee, explained, “but on the con- 
tribution the individual has made 
toward better agriculture through his 
efforts in the field of journalism.” 


In presenting the award Scheel de- 
scribed Collins’s thirty-year career as 
an agricultural writer as one which 
covered the most revolutionary period 
in American agriculture. This thirty- 
year span, Scheel pointed out, saw the 
almost complete mechanization of the 
farm, the introduction of better crops 
and rotations, more efficient methods 
of feeding livestock and knowledge of 
how to control plant diseases and in- 
sect infestations. As a result the 
American farmer was in position, 
when war broke out, not only to feed 
America but supply a good share of 
the food used by our Allies. 

“Collins was selected from twen- 
ty-two nominations,” Scheel said. 
“Under his guidance The Weekly 
Star, the largest farm weekly in the 
Midwest, has become more and more 
a publication for and of agriculture. 
Because of the speed of its publica- 


vee ag ae i 

PLAQUE PRESENTED to 
John M. Collins, editor of The 
Weekly Star. The A. A.A. C. E. 
honored him as the outstanding 
farm editor of the year. 
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tion and its circulation of over 440,- 
000, it has influenced greatly the 
agriculture of Kansas, Missouri, 
Oklahoma, Arkansas and other 
states. © 


The Weekly Star has been a leader 
in bringing to the attention of farmers 
the best and most modern practices in 
farming. It mainly does this, not by 
preaching to the farmer, but by de- 
scribing in its columns, through arti- 
cles and pictures, the results practical 
farmers are achieving on their own 
farms through adoption of modern 
methods. This procedure follows 
Collins’s theory that actual experience 
is the best teacher. At the same time 
The Weekly Star is quick to describe 
as a matter of news new developments 
in agricultural fields before they have 
had farm adoption. As a former mem- 
ber of the agricultural extension staff 
at Kansas State College, I can testify 
to the full co-operation the state 
colleges of agriculture receive from 
The Weekly Star in publicizing their 
experimental work, Scheel said. 

“From being the first paper to pub- 


ee licize the value of the system of hog 
| sanitation devised in McLean County, 
|| Illinois, twenty-five years ago, a sys- 


tem now followed by nearly every 


'|farmer, down to the introduction of 

~ |new wheat varieties in its territory, 
» . |The Weekly Star has taken leadership 
/\in bringing to its territory the best 
" |ways to achieve a more profitable 
|’ |agriculture and a more comfortable 

life on the farm. As a result, many 
‘| millions of dollars have been added to 
‘Ithe income of Midwestern farmers.” 


Scheel called attention to the fact 


¢ that the principal policy of The 


Weekly Star now centers on telling 


“i |how soil erosion can be controlled by 


a system of grassland farming in con- 
nection with terraces, contour plant- 
ing, seeding of feed and pasture crops 
and use of livestock to consume the 
production of roughages. 
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Sylvania, Through 
Subsidiary, Makes 
Its First TV Sets 


New York—Sylvania Electric 
Products, long leading maker of 
television tubes, is making its first 
appearance as a TV set producer. 

Colonial Radio Corp., a Sylvania 
subsidiary, last week introduced a 
new line of Sylvania TV sets. The 
eight models shown range from a 
10” table receiver at $199.95 to a 
12%” console combination at 
$499.95. A 16” console at $399.95 
will come off assembly lines soon. 

Promotion will emphasize built- 
in antennas, three-speed record 
changers and “pay-back” service. 
The latter plan offers set owners 


the opportunity of a cash refund | tion will be in Buffalo, Pittsburgh, 


on their contracts or extension of 
carry-over funds to a second-year 
contract. 

A service contract for one year, 
including installation and an out- 
door ‘antenna in Zone 1 (includes 
areas in the average 500 micro- 
volt signal level), for a 10” Syl- 
vania set costs $65. Buyer of a 
service contract receives a book of 
coupons to be used up as the set 
is serviced. Any remaining cou- 
pons after a year will be good 
for cash or further credit on serv- 
icing. 

Sylvania believes this system is 
the answer to the so-called “nui- 
sance” calls of which many TV 
service companies complain. 


s The company’s initial distribu- 


Baltimore, Boston, Chicago and 
Jacksonville. Other cities will be 
added to the list gradually. A New 
York distributor is to be selected 
later this month. 

Sylvania’s advertising broke 
Wednesday (Sept. 7) in Buffalo 
newspapers. Chicago copy is 
scheduled for Sept. 20 release. Ads 
in other cities will appear through- 
out the month. Meanwhile, Kenyon 
& Eckhardt, which is handling the 
TV line for Sylvania, is making 
plans for further advertising as 
distribution widens. 

The 19-year-old Colonial Corp. 
was acquired two years ago by 
Sylvania. The company has been 
making Silvertone radio and TV 
sets for Sears, Roebuck & Co. 


Kellogg Promotes Roll 

Lyle C. Roll has been named 
assistant to the president, Watson 
H. Vanderploeg, of Kellogg Co., 
Battle Creek, Mich. Mr. Roll, with 
the company since 1927, was most 


recently director and assistant 
general manager for Kellogg Co. 
of Canada. 


Quits Telegraph Publishing 


B. E. Warren has resigned as 
publisher and treasurer of Tele- 
graph Publishing Co., Nashua, 
N. H. He will remain as a director 
and will be a consultant to the 
management. 


Fashionbuilt to Wayne 


Wayne Advertising Agency, 
Philadelphia, has been appointed 
to handle the advertising of Fash- 
ionbuilt Clothes, Philadelphia. 


They spend the most 


where the most 1s spent 


“My God! Weve been to Guatemala!” 


R 
v 
Copyright 1948, 


The New Yorker Magazine, Inc. 


82% of THE NEW YORKER’S 316,000 circulation is concentrated in the 41 city-trading areas where most of 
the retail dollars are spent. NEW YORKER subscribers are known (by actual check) to be top 


charge-account customers of the best stores, wherever they live. They are prime prospects for all luxuries, 


including travel. Hence, THE NEW YORKER carries more foreign travel advertising than any other national 


magazine. Our readers make it pay. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 
NEW YORK, 18, N. Y. 
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THE PEOPLE 
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Farmers Try. Fail 
to Buy Welch, But 
Experience ‘Helps’ 


New YorK—An attempt of : 
bloc of grape growers to pur- 
chase the Welch Grape Juice Co. 
Westfield, N. Y., was abandonec 
last week. 

Growers from the grape belt 
in New York, Pennsylvania 
Michigan, Missouri and Arkansa: 
had organized in an effort to es 
tablish a steady outlet for thei: 
produce, but the group was unable 
to raise the necessary funds. 

With the end of this effort, Jack 
M. Kaplan, president, announced 
that no alternative disposal of the 
company is contemplated and that, 
in fact, the cofmpany is not for 
sale. 

Prior to 1945, when Mr. Kaplan 
bought the company, the growers 
were said to have had no coopera- 
tive purchasing arrangement. 
Largely through Mr. Kaplan’s ef- 
forts, reportedly, the growers’ 


.| price per ton went from about $30 


to nearly $100. 

Last spring the growers ap- 
proached the company with its 
plan to buy Welch as a wholly 
owned outlet for their produce, 
with the understanding that pre- 
sent management would be re- 
tained. Mr. Kaplan and other com- 
pany officials aided in the forma- 
tion of committees and generally 
assisted the purchase plans. De- 
spite the failure of the project, a 
company official reports that the 
experience was mutually benefi- 
cial and that it was “invaluable in 
bringing the growers and the com- 
pany together.” 


@ Welch Grape Juice Co., which 
also produces tomato juice and 
preserves, has just enjoyed the 
largest sales volume of any year 
in its 80-year history. 

The company will spend about 
$1,000,000 on advertising this year, 
as compared with $575,000 for 
major media last year. However, 
as was pointed out by an official, 
the company’s ad expenditures are 
apt to vary widely since manu- 
facture is dependent to a great 
extent on the size of various crops. 

Lennen & Mitchell is the agency. 


Sun Oil Expands Campaign 


Sun Oil Co. Ltd., Toronto, plans 
to continue featuring its “Ten 
Gallon Test” for Sunoco Dynafue! 
in an expanded fall campaign us- 
ing five large-space insertions in 
dailies and weeklies throughout 
its Canadian territory. Sun Oil 
also will tie in the theme with 
commercials on the Lorne Greene 
newscast over CKEY, Toronto, and 
will provide dealers with ad re- 
prints for station displays. Tan‘y 
Advertising Agency Ltd. directs 
the account. 


Taylor Plans Fall Campaign 


T. H. Taylor Co,, Chatham, O: t., 
will launch a campaign this (I 
featuring a new line of cereals ‘0 


.| be known as Tayco Foods, as 


ll 
as Taylor’s Quality brand ca <e 
and pastry flours. Newspapers « ‘4 
trade publications will be us: 1. 
McGuire Advertising, Windsor, '5 
the agency. 
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itis now tomorrow... 


Look closely at your new horizon. 


These are not the shapes of things to come, but of things already here. 


For in Autumn 1949, television in its full proportions is clearly visible... 


creating a new pattern of living and buying in America. 


In this pattern, the habit of tuning to CBS Television is firmly fixed— 
held fast by powerful programming like The Goldbergs...Studio One... 
Arthur Godfrey...Ed Wynn...Mama...Suspense...Inside U.S.A.... 


And as they tune to CBS be sure they see your product among those 


of America’s great advertisers— making sharp, lasting impressions 


today and tomorrow. 


CBS felevsion 


first in audiences 
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Glenmore’s Bonded 
Kentucky Tavern 
Price Reduced $1 


New YorKk—The first price break 
in the bonded whisky market came 
last week as Glenmore Distilleries 
Co. gathered its eastern salesmen 
here and disclosed that the price 
of Kentucky Tavern will be re- 
duced about $1 a fifth at retail 
level. 

As the price reduction becomes 
effective about Oct. 1—depending 
on the legal ramifications sur- 
rounding a price reduction in var- 
ious states—Glenmore will place 


1,000-line newspaper advertise- 
ments in key cities, through D’Arcy 
Advertising Co., St. Louis. 

The importance of the price re- 
duction is heightened by the 1949 
battle between straights and blends, 
and Glenmore says it is the first 
postwar price reduction made by 
a Class A bottled bourbon whisky 
distributed nationally. 


a The price reduction also high- 
lights the changes due to be made 
on the liquor scene by the quan- 
tities of four-year-old whisky, 
which become available this year. 

Joseph A. Engelhard, Glenmore 
president, said “present sales of 
Kentucky Tavern are running 


EASY CHART 


6ic 


Reproduction of Genuine Glossy 
Photos in Quantities 
in 500 and 750 QUANTITIES 


000 and over .06c) 


ahead of the corresponding months 
of 1948,” and “we are now pre- 
pared to pass along to the public 
the benefits of a reduced price.” 

Mr. Engelhard pointed out that 
“quantities of aged whisky, four 
years old, are becoming available 
month by month due to the re- 
sumption of continuous distilling 
operations during the fall of 1945.” 


Screenland Boosts Rate 
and Circulation Guarantee 


Screenland Unit, J. Fred Publi- 
cations, New York, will guarantee 
a circulation of 1,000,000 beginning 
with January, 1950, issues. 

Contracts made before Dec. 1 
will be at the current rate of 
$1,750, based on an 850,000 guaran- 
tee through the June issue. With 
the July, 1950, issue, a rate of 
$2,000 a page will go into effect. 


Dooley Resigns Ad Post 

L. F. Dooley has resigned as na- 
tional advertising manager of the 
Colorado Springs Gazette Tele- 
graph. Alan G. Nicholas, adver- 
tising director, will take over Mr. 
Dooley’s duties. 


Mullins Switches 
to Dailies; Will 
Test ‘New Group 


(Continued from Page 1) 
hesitancy about reiterating the 
provocative statements he made 
before the ANA, though he empha- 
sized again that he wasn’t trying 
to establish a formula for all ad- 
vertising, only one which would 
work for Mullins and Youngstown 
kitchens. 

As far as the company is con- 
cerned, he explained then, “we 
now feel that we are able to find 
the ‘cost per good inquiry’ for each 
magazine on our schedule. And 
the astonishing thing seems to be 
that there is very little difference 
between the percentage of good 
inquiries produced by the various 
magazines...” 

As a result of the careful evalu- 


Looking at life through music 


A child lives in two worlds: One 
filled with childhood games and 
friends; the other inward where 
personality and character attain 
depth. In that inner realm, music 
has profound influence. 

This is the world revealed in the 
new series of Steinway advertise- 
ments. They chord the longing 
in parents to give their children 
the beauty, the solace, the great 


cultural advantages of music... . 


best discovered early through the 


Instrument of the Immortals. 


Advertising that does this affords 


J.3. BAt 


deep satisfactions — and is reflected 
in sales. We have been associated 
with our client, Steinway & Sons, 
for 49 years. 


N. W. Aver & Son, Inc. 


Philadelphia New York Chicago Detroit 
San Francisco Hollywood Boston Honolulu 


Advertising Age, September 12, 1943 


ation of coupon returns, with the 
help of dealers, Mr. Adams sai, 
“our space buying has been pre- 
dicated more and more (and wi | 
be still more largely predicated i, 
the future) on cost-per-page-pe1 - 
thousand and cost-per-inquiry. O.r 
analysis of the inquiries we have 
received, and our further analys s 
of these inquiries through person: | 
followup on the part of our dea - 
ers, gives us, for the first time, 
a uniform means of comparing one 
magazine with another, and leaves 
us at a loss to think of other con- 
siderations of magazine audience 
or characteristics that are of ma- 
jor importance to the success of 
our particular advertising.” 

In the forthcoming test, starting 
Oct. 2, Mullins plans to use copy 
in 152 newspapers, The America) 
Weekly, Parade and eight indepen- 
dent newspaper-distributed mag- 
azines, in a total of 197 cities. It 
expects to attain a 40% nationa! 
coverage. Rotogravure and color 
will be used where possible in the 
individual markets, Mr. Adams 
said 


s The switch to this medium, he 
added, was made to get down 
quickly to the local level in sup- 
porting a drive on a special new 
model Kitchenaider cabinet sink 
and kitchen ensemble. Announce- 
ment of the new model started 
yesterday (Sept. 11) with news- 
paper ads from coast to coast, over 
the signature of distributors and 
dealers. Store displays, direct mail 
and consumer literature also are 
being employed. 

The factory copy starting in Oct- 
ober features price for the first 
time in Youngstown kitchen his- 
tory, and will tell consumers that 
the new unit is available “at less 
than you’d pay for a refrigerator.” 
The same price appeal will be 
used in local tie-in ads. 

The new model 54” Kitchenaider 
standard cabinet sink will be sold 
at $99.95 in the East, $104.95 in 
western states. An eight-foot kit- 
chen “package” will retail at 
$259.95 in the East, $20 more in the 
West. This “October Special” in- 
cludes the new cabinet sink, two 
21” base cabinets with tops, and 
two 21” wall cabinets. 

Announcement of the media 
switch to the trade resulted in a 
boost in distributor orders, and a 
consequent movement of more 
stock to stores, Mr. Adams said, 
adding that August is the biggest 
sales month thus far in 1949, “and 
September promises to be even 
better.” 


Sutton Appoints 2 V. P.s 


Sutton Publishing Co., New 
York, has appointed Frank ». 
Thompson and Dick Tope as vice- 
presidents. Both have been wth 
the company since 1941 and will 
continue in their present capaci es 
as district managers. Mr. Thom p- 
son makes his headquarters in 
Chicago, and Mr. Tope in Cle:e- 
land. 


.|Wehmeyer Joins Criterion 


Karl Wehmeyer, formerly w th 
the sales staff of The Ameri 1 
Weekly, has joined Criterion © '- 
vice, working in the Chicago | '- 
ritory. 
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Four months ago, THE AMERICAN MAGAZINE, 


ce like other businesses across the nation, was giving 
_ serious thought to market conditions. 

; said, We believed there was no real cause for anxiety. 
7 —Production figures showed that plenty of mer- 
* even | Chandise was available. 


—A Federal Reserve survey proved that in- 
comes and savings were higher... people were 
New | better able to buy than ever before. 

ok D. So, we called this a ‘SHOPPERS’ MARKET” 
. wih {| —a truly American competitive market where 
d wll I products are plentiful and people are willing to 
horp- | buy—but only after they have shopped around for 
cle | the best quality they can find at the best price. 

\merica’s businessmen took it from there. 
Hundreds of letters from industrial leaders 
poured in—enthusiastic, optimistic letters that 
pr digted that their business would be better this 
fe’. . . agreed that ‘SHOPPERS’ MARKET” was 
an exact description of today’s market conditions. 
‘hese businessmen are going all out to sell these 
sh ppers with the hard-working kind of salesman- 


ship and extensive advertising that stimulates 
people’s willingness to buy. 

For any quality product at a fair price, with a 
sales story that can put this product across to 
people who buy by judgment, there is no harder- 
working medium—no more convincing selling force 
to millions of shoppers than THE AMERICAN 
MAGAZINE. 

HERE’S WHY: 
(1) To its millions of readers, THE AMERICAN 
MaGaAZINE is their magazine as no other magazine 
can be. This intense reader loyalty—this intelligent 
reader interest—is recognized by America’s leaders 
who turn to THE AMERICAN MAGAZINE to say im- 
portant things. They count on THE AMERICAN 
MaGazinE to deliver an attentive audience of com- 
munity leaders who think about what they read— 
act on what they believe. Your advertising gets this 
same careful consider- 
ation that leads to buy- 
ing action by people 
with big-buying power. 


(2) In more than 2,500,000 prosperous American 
homes (actual net paid circulation) each copy of 
THE AMERICAN MAGAZINE is picked up on an 
average of five times . . . earns an average reading 
time of five hours and twenty-four minutes. This 
gives your advertising 5 opportunities to be read 

. keeps your product on display in the home 
where buying plans are made. 


Send today for this booklet 


For facts on how to sell these shoppers, send 
for the booklet, “How You Can Sell in the 
Shoppers’ Market.” Address: Dept. A, The 
American Magazine, 250 Park Avenue, New 
York 17, N. Y. 


IT’S A FACT 


Here’s proof that The American 
Magazine— outstandingly, a pre- 
ferred magazine—sells in the 
Shoppers’ Market. Newsstand 
sales of The American Magazine 
have increased steadily, and it is 


estimated that the August issue 
has a total net paid circulation 
well above 2,600,000 ... an 
increase in excess of 100,000 
over the corresponding issue 
last year. 
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THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK a ted YORK 17, N. A. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND N 
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The Advantage of Telling Them More 


A great deal of interest has been developed in the “Agency Man 
X” stories which have been appearing in ADVERTISING AGE recently, 
detailing the reactions and comments of Walter Weir, when he was 
placed in the position of helping to select additional agencies for one 
of his own clients. 

In last week’s issue we printed an equally interesting example of 
current techniques in picking agencies—the inside story of how 
Schick, with the aid of former agency man Chester Foust, went about 
picking itself a new agency. 

We know of no more important or more baffling problem than 
that of selecting an advertising agency. Even the confusing and often 
annoying process of selecting a surgeon for an operation is not quite 
so distressing, because almost any reputable surgeon will be back- 
stopped by a team of acknowledged experts so that every human pre- 
eaution is taken against anything going wrong. But nobody back- 
stops an advertiser who picks the wrong agency. 

What we liked particularly about the Schick method of selecting an 
agency was that Schick did all the talking initially. Instead of daring 
the invited agencies to find out what was wrong and then to make 
recommendations on the basis of diagnostic guesses, Schick revealed 
all the symptons, pains, irregularities, etc., and carefully explained all 
the advertising “treatment” it had undergone. 

As a consequence, the invited agencies were able to discuss their 
proposed courses of action intelligently and sensibly—a condition 
which ought to be the normal condition under which serious agency- 
client discussions are held. And yet it is still abnormal enough to war- 
rant a major news story in an advertising publication! 

In fact, there are clients who never let their agencies in on their 
problems and difficulties, even after they have placed the expenditure 
of their advertising dollars in their hands. And it is quite obvious that 
such clients never get as much out of their agency relationships as 
they might. 

We do not recommend that an advertiser tell all his secrets to every 
agency which casually solicits his account. But when he has done 
his culling, and narrowed the list down to reasonable proportions, the 
more he tells the more likely he is to make the best possible choice. 


The Economics of A Strike 


It may be of interest to readers of ADVERTISING AGE who are curi- 
ous about the duration of the typographical union strike against Chi- 
cago newspapers to take a look at some of the economics of the strike, 
from the union standpoint. Such a look will explain, almost by itself, 
why the present strike has been going on since Nov. 24, 1947, and why, 
as far as either side can see, it may go on for another two years, or 
longer, without a settlement. 

The Chicago newspaper strike has cost the International Typo- 
graphical Union almost $11,000,000 in benefits to the 1,500 Local 16 
members on strike against the newspapers, out of a total of more than 
$13,000,000 in strike benefits paid out by the union since 1946. 

But during the same period, ITU members have paid $19,826,725 
in strike assessments. So the ITU strike benefit fund has had a net 
gain of more than $6,000,000 in the period, despite the terrific cost of 
the Chicago operation. 

This is quite a different picture from that presented by the same 
union for the period from 1931 through 1945, when ITU members 
paid a total of $1,196,733 in strike assessments, and strike benefits 
paid out totalled $1,350,610—a net loss of $150,000 to the union. 

These, incidentally, are the union’s own figures, taken from the 
July issue of its journal. They indicate, more clearly perhaps than 
any other single thing, why such a strike can go on interminably. And 
they provide an interesting case study into the economics of the strike. 


What They're Saying 


We're All Salesmen 

Someone has well said that “all 
life is a matter of salesmanship.” 
We are all sales people. Each of 
us is selling our idea or our pro- 
duct to someone else. 

However or whatever it may be, 
a good salesman always tries to be 
of help to his buyer. He devotes 
his time to studying how he can 
best improve the life and con- 
ditions of those who will purchase 
his products.” 

The master salesman is confi- 
dent that his product has real 
value, and he is convinced that his 
purpose in life is not merely to 
make a sale, but along with it, to 
give happiness to the person who 
purchases his article. 

He who goes out to help his 
brother man is exercising the 
highest type of salesmanship. 

Service is the price we pay for 
the space we occupy on earth, and 
in no place is service more im- 
portant than in the field of mar- 
keting. 

During these critical days of 
postwar readjustment, American 
industry should drive straight 
ahead with confidence and faith. 
Sales make America. Our economy 
will continue to be prosperous if 
we keep selling, if we work intel- 
ligently, and if we go forward with 


a positive mental attitude. 
—Harry A. Bullis, chairman, General 
Mills Inc., in the Charles Coolidge 
Parlin Memorial Lecture, 1949. 


The Essence of Advertising 

Successful and sensible adver- 
tising is based on only three fun- 
damentals. These three factors 
are: 

Make your advertisements 
big enough to be seen 

Run them often enough to be 
remembered 

Make them interesting and 
convincing enough to be be- 
lieved and acted upon. 

That’s the basic technique—the 
“works” that makes advertising 
“tick” in aiding a reputable maker 
or merchant move his stock in 
volume and at a profit. 

But before you can have the 
third and most important funda- 
mental—the “interesting and con- 
vincing” advertisements—you do 
a lot of work. You have to obtain 
the facts to justify your story. 

At our place we want “factual 
justification” for every Lincoln or 
Mercury advertisement. 

A farmer doesn’t sit down in 
the pasture and wait for the cow 
to back up and be milked. He goes 
after the cow. We go after the 


| facts before we do the advertis- 


ing. 

We work with the engineers, the 
designers, the producers. We work 
with the dealers, the salesmen, the 
owners. 

The end result is that our writ- 


ers, our artists and our research 
people draw a bead on the target 
and objective in advance. They do 
little shooting from the hip and 
when they do it’s generally “ex- 
perimental.” We haven’t stopped 
“dreaming.” I trust we never will. 
On a rare occasion we may pull 
a million-dollar word-and-picture 
rabbit unexpectedly out of a crea- 
tive guy’s or gal’s cocked hat. But 
far more than not, the “good idea” 
comes from well-planned prelimi- 
nary fact-seeking work. 

We want our advertising to in- 
terest, impress and convince you. 
We know of no better way to so- 
licit your attention and patronage 
than to serve you facts frequently 
and in a manner carefully calcu- 
lated to whet your automobile ap- 
petite. 

...it seems fitting to comment 
on the cost of advertising. It is a 
question I am often asked. I like 
to think I have the answer to that 
one. 

Without trying to be cute, I 
can sincerely say that properly 
prepared and processed advertis- 


ing doesn’t cost. IT PAYS. 
—Robert F. G. Copeland, advertis- 
ing and sales promotion manager, 
Lincoln-Mercury Division, as guest 
columnist in the Detroit Times. 


Exports Still High 


In contrast to the impression in 
many quarters, U. S. total export 
trade this year has been almost 
dollar for dollar as good as last 
year. The figures for the first five 
months of the year show that our 
exports have dropped a mere one- 
half of 1% [from $5,539,000,000 in 
Jan.-May, 1948, to $5,511,000,000 
this year]... Approximately two- 
thirds are manufactured or semi- 
manufactured products, the re- 
mainder raw materials, foodstuffs 


and agricultural products. 
—News bulletin, American Ex- 
porter. 


Business Suit tor Santa 


This year Santa Claus must be 
a business man! Your Christmas 
plans must be tested in the cru- 
cible of competition. Every item 
of merchandise, every word in 
every advertisement, every win- 
dow and interior display, every 
contact with your customers 
must have a core of hard selling 
under the fluff and tinsel of senti- 
ment. The acid test to everything 


you do will be: “Will it Sell?” 
—Retail Grey Matter. 


Most Frequently Used 

E, T and O, in that order, are 
the most frequently used letters 
in English, the General Electric 
news bureau reports. In order of 
frequency of use in English, the 
letters in the alphabet line up like 
this: 

ETOANIRSHDLEWU 
MFYGPBVKXQJZ, 


Advertising Age, September 12, 194) 


Rough Proofs 


General Mills admits frank] 
that it has been having its trouble; 
cracking the home appliance mar- 
ket. 

They don’t call the stuff har‘ 
goods for nothing. 


With so many beauty queen: 
getting publicity pictures by driv- 
ing their dads’ tractors, it’s no 
wonder International Harvester 
has appointed Mercedes Hurst to 
look after the woman angle. 


Standard Oil of Indiana tells 
its Chicago customers, deprived of 
gas for three weeks during the 
truckers’ strike, “We’re glad to be 
serving you again.” 

The feeling is mutual. 


“What’s the matter with Ameri- 
can salesmanship?” asks Fortune. 

Nothing at all that a few more 
good salesmen couldn’t cure, avers 
Red Motley. 


A couple of brothers running an 
agency business are suing each 
other for dissolution of partner- 
ship. They’re entitled to a divorce 
on grounds of incompatibility. 


With so many agency execs and 
ex-agency men sitting in to help 
advertisers pick agencies, an ad- 
vertising agency man has a lot of 
trouble these days distinguishing 
between his competitors and his 
customers. 


° 


Lever Bros. has started a bab) 
naming contest for Spry, featur- 
ing the blue-eyed granddaughter 
of its radio Aunt Jenny. If she 
were just a little older, the prize- 
winner might even be willing to 
settle for the baby. 


Studebaker’s “next look” offer- 
ing for 1950 will give the public a 
chance to decide whether it wants 
a car that seems about to take off 
into the wild blue yonder. 


A match deodorizes a. rovm, 
Diamond will say in its new ad- 
vertising campaign. Housewives 
will agree, except when there's 4 
cigaret at the other end of it. 


The world’s greatest adve:tis- 
ing journal reports that N. W 
Ayer’s new newspaper and per 0d- 
ical directory is purchased eve: Pb) 
“Zula” chiefs. 

Shades of H. Rider Haggar« 


Charles S. Langs, a Detroit € ‘2! 
neer, hit the jack pot when he e- 
signed a strapless bra. Just sh WS 
what a slide rule expert car 4 
when he starts working on a re '!!) 
congenial subject. 


Dr. John Dolittle may hav 
be called in to help General F\ 04s 
translate the entries in its \¢" 
Gaines dog food contest, in w J! 
the testimonials will be giver » 
the dogs. 
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a first newspaper is THE INQUIRER. 


>, avers 


“! ow THE FIRST 7 MONTHS OF 1949 


=|] THE PHILADELPHIA INQUIRER 
THAN 19,391,000 


=| HBB CARRIED MORE 
LINES OF ADVERTISING 


If she 
» prize- 

coe 3,259,000 lines more 
INQUIRER shows @ 


ling to 


’ offer- 
ublic a 
t wants 


ake off 
the greatest volu 


n a 7-months’ period 
per carried. The 
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When You're Hiring A Top-Flight 


Tysusance AV ALLL 


... Be Sure To Look At His Record 


A Magazine Is One of Your Salesmen in Print. And Here 
Is Newsweek’s 11'%2-Year Record in the Insurance Field. 


- B\cscoodoaes i 
Hardware Mutuals  moroazsrs ivsunance company 
iy rere eres Bs 
AMERICAN MUTUAL ° 

[America fare ls 
* INSURANCE GROUP « | 

MARINE OFFICE 

Amezrca JOHNSON & HIGGID S 


INSURANCE BROKERS 


THE MUTUAL BENEFIT 
LIFE INSURANCE COMPANY 


ORCANIZED IN 1845 & NEWARK, NEW JERSEY 


ae ee Fad Migs ce eS ee age A ates ca oS ee, ies Ne Me ae me ee, , ica i ani 
sis, {a : Bier, * : 3 Bi. ae ar Des . ; f ee > — c ene eo : be ie : 5 sae . 
cine EIS GAS pede epee ae P a ee ree es oe BR a ee : i a ce Th agg fore nese ie: ae me tt 
. as : - — oe a Pegs sae BE pi ek, ieee weirs. ile ees ais ‘ Ea a TE es g em cia PS pay ee ’ J ri ae Fi eae es Poe, ie : 
SS ee en ee ie aa le nee ees ge ct a sieges eerie ei cet a OU emer ee 72 a Sa ee “ eZ a ee as Ree 3 ee 
eee, ote Ce AIRS SM vy eae ae eee ge = Gr. Se et a Son eae SR RT a Re ies ge ae OP. ay, ban sy = Ae 2 ries ean ; oe ote ee me He 
Ps ares? AS Te) hee ee at ae ey a eee ee ee Ey lee OR pe ae ae yo ay Pe legals Mie: Net ne ia ho aN oie A : % a cea al eae Bes) Bae eta: = yeaa ae 
ores aos ee: UR A AR tere ae yt ee ke she i. ed ie ite oe RCE Se a i oe yee: se Wis eas a apt ‘ ete be ee a ey aie my Ee eo niet 
— ike es es al Se ee ee I RR ee Gy ee eee ee A ae ern a ss = ae : Pe 
s S is . » ae 3 . " 3 if ae = oes 4 eee . ey a ay at 
- 
‘ ODDO OOOUODAAS eee yh POO OOOO DIOOOOOOOOUO OO o » 
OE i iP KI II aS ln a NS SOOO al > SOODPAORO ODEO le OOOO oe OS o OO 
OO OOOO OOOO OO El , OOOO OOO os ne, “,%e%t' 6%" o% @ 8 *,*, “e BOO S500 . i) *, . . - **, one ee . HHOG000D0 S o 
o's ee i II OS I OCS *,* ace! vgs I IR ee lateatateteten ence tatet sgtasee.t,"atetete.“e% ete, “etite®. “% oe, 50e%e"etetere arerereeie fete oetcte tetete PS RN OO OOS tg o10tetette ets te tens ete 0 crete SSSI OSS cece ceseserens er atete et? _— 
"070s ‘0°09 9%s"a "o's 0%e'e'e'0 0 "es 0%e", ‘of e*e*e OI RI a KR a aa aD ve! SRR RNS PO i ia I tS ONS KN OT OL Ran OS Ra RE i aia) SOOO oo ete teres tereet OOOO OC GD “ee, oe 
OO KO, Ma A ROR A RRR RR a SO. Re a RR RS SN IE Se KEL CE a SI i NN, OK DEK GL OR EK a NK i a OK I HH i NR Od Se D » 
SOOO OE OO a I IE FEEDS KERR Ot ROE Oe he EN a I IIE Te EE EE EO A OO x . 
OOO OOOO 9 'e - * OF Fg te 6 © 6% e% 6", SOOO —e AOA OO OOO) BOO YOO OOO o OOO OOOO * es — © 
vv " OO PLE PL EIDE PER PIPPI IPI IPE IP PII OOP OON “00e"s*5%s%e'sp Gee 0.4% fo SOKO +, "e's 1g 0% BOOS POP OOO Coe neste eneten eet, SILI SF OD swreceiee POY "ete SSI NII I ae ny y 
‘ 
: 
° 
ee 
SOOOCOOOL OD OOS OOOSGOOOE COOOL OOOO 5 OOOOOOVO Of e. . 
OOOO 7.7 %5%5%%,", "9. 00 6 08 OO OOOO ee . CODON +", OORNA PID AS OOD “ O ‘ o ~ 
ARIK a 8 SO SS RD RNR RR RO LR *Tatatetatetetate?, ereastonctatetatatancterecnreneesiene tonite atesectneee areetetetetetst, vigett settler, ete atta eet tata at tones tenet a 
I i i Oe Se I II OL DI a RR I I I I ON RR i Sai a Ne I a CN aC a Se ig HN ici Vy, ~ 
BOO PAO IIS RI OOOO DI OOOO OO tee OE EC I i a a ‘ 
* Dee ee Oe Soe SCN Mi CS SNR NBN IR RR RR sreilatetatatatetehatehetetestes tents ta teertcceenieataes tetgtana® trate, vecetenetgeee, RR Se a OS f ERICAN 
Creoit | 
( Creoit INDEMNITY | 
\ Company 
y , 
@ or New You €/ y 
SS 
. — 
wae ee ey ‘ 2 K 
mt ap a OS Mite eS 4 - Fb rs ee . cs 4 ’ . ; : F - : : $33 , 
: ‘ : : ne eS ae aphe et ais he oF eer ae pe aS Pens yt, aaa Es | aii ee i ane a ee Pee ea 
x pees, s es cel PY Oy ed oc, a a ee eee oe oe eons os a. fee 


Rank Among ALL Magazines by Pages of Insurance Advertising 


—» 1949 
(First Six 
Months) 
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Newsweek Ranks So High With the Insurance Companies 


Newsweek Families Average $15,000 Life Insurance 


Compare this with the U. S. average: a 
little over $2,000. What is the reason be- 
hind this exceptionally high average for 
Newsweek families? Here are the facts. 

66% of every dollar spent for life in- 
surance comes from only 35% of all U. S. 
families.* This 35% represents America’s 
highest income families. 


85.5% of Newsweek’s more than 800,- 
000 families is concentrated in this group— 
the group that accounts for 3 of all life 
insurance written. 


Insurance Companies Advertise in Newsweek 


Metropolitan Life 
Insurance Company 


(A MUTUAL COMPANY) 


Equitable Life Assurance Society 
of the United States 


NEW YORK LIFE 


?«*Y B 1. SURANCE COMPANY 


NATIONAL LIFE 


Insurance Company 
_ LIBERTY MUTUAL VERMONT 
| S F & G. INSURANCE COMPANY Zo 


The Traveler. AY AETNA INSURANCE GROUP 


ALL FORMS OF INSURANCE AND SURETY BONDS 


* THE HOME« 


| New England Mutual 
Li Insurance Company (BY of Boston 
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NEWSWEEK offers more top-income 
families per advertising dollar—at the 
lowest cost per thousand—than any other 
weekly or general monthly magazine. 

47.3% of Newsweek’s readers in busi- 
ness and industry have a direct voice in, 
and thousands more influence, company 
buying. And this buying includes plant 
and personnel insurance coverage. 


* 1947 Survey of Consumer Finances conducted by the 
Federal Reserve Board. 
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Imdrin Sponsors Heatter 


Rhodes Pharmacal Co., Cleve- 
land, maker of Imdrin, will spon- 
sor the Gabriel Heatter news pro- 
grams over 150 Mutual Broadcast- 
ing System stations, Tuesdays and 
Thursdays, for 52 weeks effective 
Sept. 20. The shows will be aired 
at 7:30-7:45 p.m. in eastern and 
central time zones, 6-6:15 p.m. 
in mountain and Pacific time 
zones. O’Neil, Larson & McMahon, 
Chicago, is the agency. 


Names Williams & Saylor 


W. C. Burroughs Co., Wilton, 
Conn., distributor of Thread-A- 
Matic automatic needle-threading 
devices, has named Williams & 
Saylor, New York, to handle its 
advertising. 


America's first engraver 


Revere 


712 FEDERAL STREET * CHICAGO'S 


‘Want Ad Agent’ 
Does $1,500,000 
Volume in N. Y. 


Diener & Dorskind 
Lets Office Force Do 
Account Executive Jobs 


New YorK—The New York 
Times considers some 1,678 regular 
advertising agencies and 388 ‘want 
ad agents’ eligible to place classi- 
fied advertising, but few of these 
do as brisk a business as Diener 
& Dorskind. With unpretentious 
offices overlooking tawdry Times 
Square, the agency handles almost 
$1,500,000 of business each year, 
and places 60% of it in the clas- 
sified columns. 

D&D keeps a staff of 28 people 


Phone WAbash 2-8816 | 


happy with classified accounts by 
giving them an opportunity to 


use their initiative and talent in 
soliciting and servicing clients. 

The formula D&D uses to pro- 
mote satisfactory working relations 
and to limit personnel turnover 
was worked out in 1921, when 
principals Nathan Diener and Ben- 
jamin Dorskind left Brown Ad- 
vertising for their own business 
and decided to give staff mem- 
bers advantages which they had 
missed in previous advertising as- 
sociations. They adopted a policy 
of allowing department members, 
except bookkeepers and office 
boys, to test their temper as new 
business men and account execu- 
tives—and this plan has been 
maintained during the agency’s 28 
years of operation. 


w President Nathan Diener began 
his career with the New York 
Journal American. Five years la- 
ter he joined Brown Advertising 
Agency to head its new business 
department, and soon brought so 
much business to the agency that 
he was invited to become a stock- 
holder. 


song i= A a 


Advertising Age, September 12, 194¢ 


HAPPY PRINCIPALS—Nathan Diener, president (left), and Benjamin Dorskind, sec- 
retary and treasurer, opened Diener & Dorskind in 1921 to operate both a display 
and classified agency along lines which would provide enjoyable working con- 
ditions of officers and employes alike. Today the agency does almost $1,500,000 
worth of ad business, 60% of which is placed in the classified columns. 


Benjamin Dorskind, secretary 
and treasurer, entered the Amer- 
ican Wholesaler Corp., Baltimore, 
in 1913. His next job brought him 
to New York and Bloomingdale 


PREFERRED 


RETAILING DAILY 1S 


10 | 


BY HOME FURNISHINGS RETAILERS 


OVER ANY OTHER BUSINESS PAPER 


IN THE FIELD! 


Retailing Daily 


fl met fy yore adceiirwy dollar tm Kelty Deady! 


THE NATIONAL BUSINESS DAILY COVERING: FURNITURE & BEDDING - UPHOLSTERY FABRICS - CURTAINS & DRAPERIES + FLOOR COVERINGS + CHINA & GLASS 


GIFTS & DECORATIVE ACCESSORIES - 


LAMPS & LIGHTING - 


HOUSEWARES - 


MAJOR APPLIANCES - RADIOS, PHONOGRAPHS, RECORDS + TELEVISION 


Bros., where he was placed in 
charge of the C.O.D. department. 
From there he went to Gimbe! 
Bros., ending up with Brown Ad- 
vertising in 1919 as general of- 
fice manager and head of the per- 
sonnel department. 


ws Every employe eligible to so- 
licit new business is expected to 
strike out for himself at D&D, 
and, once he has acquired an ac- 
count, regardless of size, has the 
right to handle it as he sees fit. 

D&D gets the usual 15% on its 
classified billings, and handles 
more than 1,000 individual ac- 
counts a month. Monthly billings 
must be more than $100,000 if the 
agency is to break even. This year 
monthly billings have soared above 
1948 figures during every month 
except June. 

Display advertising contributes 
approximately 20% of the billing 
and the D&D hotel and resort de- 
partment places the remaining 
20%. 

The agency operates loosely, and 
pays no attention to employes 
working hours (they are on their 
honor). No questions are asked, 
but because results bring reward- 
ing commissions, D&D is one of 
New York’s busiest agencies in 
total volume of accounts serviced. 


@ By a unique system of compen- 
sation, a checker in media or a 
production assistant may supple- 
ment his monthly salary check 
with a bonus of 5% of every ac- 
count, classified or display, which 
he brings into the agency and 
services. Regular account execu- 
tives receive 742%, but anyone in 
the agency may profit from tak- 
ing an ‘over-the-counter’ classi- 
fied insertion for a 1% commis- 
sion. 

New business comes from many 
sources, and repeat orders are co!)- 
sidered one of the most important 
means of sustaining agency bil!- 
ings. Classified advertisements of 
Sunday papers are screened /y 
D&D personnel for account pos- 
sibilities. When a classified 1'- 


 sertion can be improved, the age::- 


cy contacts the advertiser wi'h 
an offer of professional assistan:© 
Personal follow-up on the re- 
sults of a classified campaign °! 
a one-time insertion often brin ‘s 
in additional business, as well ‘is 
creating good will and providi's 
a check upon the copy’s effectiv’- 
ness. Since the agency maintai 's 
|no regular research departme 
| background information must °¢ 
|collected largely through conta: ‘ 
and the results of past insertion 


# A back file of D&D placeme! s 
enables the agency to service ! - 
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ictivated accounts quickly and ef- 
iciently. The record of results 
cept for “first runs” makes it pos- 
ible to provide advertisers with 
epeats, or modification of copy. 

D&D has not always enjoyed as 
smooth sailing. Ten years after 
ypening its doors, in the middle of | 
‘he depression, some 15 principal | 
iccounts had financial difficulties 
ind refused to pay for space al- 
ready run by newspapers. 

When publishers failed to press | 
yankruptcy charges, principals of 
D&D felt an obligation to liquidate 
the $100,000 debt by paying every 
dollar owed. The staff voted to 
carry out this decision, and took 
voluntary pay cuts to help start 
the long haul of reparation. 

The agency weathered the de- 
pression years without dropping a 
single member from its staff and, 
in 1947, paid back the last dol- 
lar owed to its creditors. 


Jim Baker Associates Names 
Schuepbach Vice-President 


C. J. Schuepbach Jr., formerly 
advertising manager of Hartmann 
Trunk Co., Racine, Wis., has been | 
named a_ vice- 
president of Jim | 
Baker Associates, 
Milwaukee agen- 


cy. 

Mr. Schuep-. 
bach has_ been 
associated with) 
the advertising | 
departments of 
several newspa- 
pers’ including | 
the Oklahoman | 
and Times, Ok- 
lahoma City, 
Washington Post and -the Dallas| 
Times Herald. He also has repre- | 
sented Station KLZ, Denver. 


‘Saturday Night’ Will | 
Reduce Size Next Month 


Saturday Night, weekly tabloid 
published by Consolidated Press, | 
Toronto, will change its format | 
to standard magazine size effective | 
with the Oct. 7 issue. Full-page | 
newspaper ads announcing the) 
change, along with an expanded 
editorial scope, promise readers 
a complete weekly picture of Can- 
ada. Advertising rates remain un- 
changed and the single copy price 
stays at 10¢. 


Runnion Sells Station KXLW 


Guy Runnion, founder, president 
and general manager of KXLW, 
Clayton, Mo., has sold controlling 
interest in the station to Lee J., 
S. E. and T. Virgil Sloan for $25,- 
000. The Federal Communications 
Commission has approved the 
transfer of 52.5% of the stock. S. 
E. Sloan, vice-president of the 
company since April, has tempo- 
rarily assumed the position of gen- 
eral manager. 
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C. Schuepbach Jr. 
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EYE-CATCHING natural colo: | 
‘to (above) dominated the full page | 
srotogravure advertisement placed | § 
L’Aiglon Apparel, Inc., in the Chi- | 
:0 Sunday Tribune Color Picture | 
tion of Sept. 11. It was the fourth in 
series of which three have appeared 
the Tribune Color Picture section 
8 year. Douglas D. Simon Advertis- 


(Adv.) | 
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...and the golden rule for 
reaching the greatest number 

of parents and students in the 
fabulous Northeast Texas area 
is to advertise in 


Che Dallas Morning News 


covering greater Dallas plus 
29.3% of occupied dwellings in the 
37 counties of Northeast Texas 


The Dallas Morning News is Texas’ greatest newspaper. 
Its pages are constantly referred to for the newest in 


. for food 
. for home furnishings and for all the 


fashions . . for men’s, boys’ and children’s apparel . 
and drug products . 
things that contribute to the daily lives of well-to-do Texans. 
Over 23,675 motor cars enter Dallas each day to augment 
the. number of customers who live in the city proper. 
Remember . . the people of Northeast Texas receive their 


Dallas Morning News in time to plan same-day shopping. 


* In the entire fabulous Dallas 
Market, more people make 
more money and spend more to / 
buy more things than in any 
like area in the Southwest! 
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Toastswell Names Bloch 


Toastswell Co., St. Louis, man- 
ufacturer of toasters and other 
electrical table appliances, has ap- 
pointed H. George Bloch Advertis- 
ing Co., St. Louis, to handle its ac- 
count. Plans call for magazine ad- 
vertising and dealer promotion. 


NY State Reports Incomes 


Of the 2,401,000 individuals who 
paid income taxes in New York 
state last year (three in every 
eight employed persons are liable 
for the tax), 639,421 reported in- 


comes of more than $5,000, accord- 
ing to “Commerce Review,” the 
New York State Chamber of Com- 
merce publication. Persons in the 
upper and middle income groups 
were found to be distributed in 
about the same proportion as the 
general population, although New 
York City residents exhibited a 
generally greater tax liability. 


KXLW Appoints Sloan 

S. E. Sloan has been appointed 
general manager of Station KXLW, 
Clayton, Mo., succeeding Guy 
Runnion. 


here’s how 
to put 


your product 


on the 
XMAS LIST 
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950,000 ELKS 
i 


Something new has been added to 
the November and December issues 
of The Elks Magazine. 


It's a hard-pulling gift shopping sec- 
tion that, according to last year's ad- 
vertisers, paid off handsomely. And 
well it should, for Elks, with their fra- 
ternal spirit, are renowned as givers 
of gifts. 


With a median annual combined 
family income of $5,472.33, they can 
afford to buy what they want. So if 
you make what you think they should 
buy, tell ‘em and sell 'em in the gift 
shopping sections of the November 
and December issues of The Elks. 
November issue closes October Ist, 
so act pronto. 


RS 


YOU'LL SELL IT, IF YOU TELL IT IN 


THE MAGAZINE 
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Motion Picture Men 
Seek Plenty of TV 
Bands for Theaters 


WasHINGTON—The Society of 
Motion Picture Engineers has filed 
a request with the Federal Com- 
munications Commission for fre- 
quency allocations for theater 
television, pointing out that chan- 
nels 50 megacycles wide would 
probably be necessary, and as 
many as 60 different channels 
might be needed for a tomplete 
and thoroughly competitive na- 
tionwide television system. 

This is the third time in five 
years that the society has filed 
statements with the FCC favoring 
allocation of bands for theater use. 
In 1944 and in 1947, the requests 
were for channels for experimental 
use. The new request, sent after 
the commission asked on June 29 
for answers to questions on the 


formation of a nationwide TV. 


service, asks bands for commercial 
use—and the FCC decision may 
decide the future of theater tele- 
vision. 


ms The society statement pointed 
out that a television theater net- 
work would be an important com- 
munication service. Programs for 
theater TV would be picked up 
from field locations, TV studios 
or theaters, sent to a central studio 
or transmitter, and distributed to 
theaters. 

The engineers said picture qual- 
ity would eventually have to rival 
that of motion pictures today, and 
asked FCC to provide wide enough 
channels to allow development. 

The society is supported in its 
stand by the Theater Owners of 
America and the Motion Picture 
Association. 


Birds Eye Drive Launched 


Birds Eye-Snider division, Gen- 
eral Foods Corp., New York, will 
launch a new campaign this month 
for frozen foods with a budget up 
10% over that of last year. 

Full-color spreads in Life and 
The Saturday Evening Post, ads in 
105 newspapers in 90 cities, 2,000 
outdoor posters in 146 major mar- 
kets and spot radio and TV also 
will be used. Young & Rubicam, 
New York, is the agency. 


KAYX Appoints Loren Nuss 
Loren Nuss has been named 
manager of Station KAYX, Water- 


loo, Ia., succeeding Al Triggs, who 
has resigned. 


PAY LESS 
FORPHOTOS 


a p 


wita EYE*CATCHERS 


Now you can have your choice from 100 
ad photos every month for only $7.50! 


' And— 
EVERY PHOTO IS DESIGNED 
TO CATCH THE EYE! 


It's amazing how much money you con 
save in buying top-notch photographs when 
you use the Eye* Catcher plan. Over 10,000 
stoppers to choose from, each new, differ- 
ent, original. Posed to fit any situation, 
dramatize every advertising and sales pro- 
motion job. 


Wei letterhead for 
FREES procts sk ond toll detcit 
EYE*CATCHERS, Inc. Newyork 16. N,v. 


James M. Kirshner, New York Times credit manager, retired Sept. 
1 after 36 years’ service. His love of boating led to the first motor boat 
and yacht advertising in the Times in 1921. He expects to have a boat 
anchored at his back door from now on... Hank Lieberman, New 
York Times’ China correspondent since 1945, recently was awarded 
the Council on Foreign Relations’ first resident fellowship for Ameri- 
can foreign correspondents. He will study in New York from Sep- 
tember, 1949, to June, 1950. . . 


Henry Haupt, v.p. of Batten, Barton, Durstine & Osborn, Chicago, is 
chairman of a new public relations committee to promote the Com- 
munity Fund campaign this fall. Assisting him will be Randall Cooper, 
exec. sec’y of the 
State Street Council; 
William K. Hollander, 
ad manager of Bala- 
ban & Katz theaters; 
Chalmers O’Brien, sales 
promotion manager, 
Carson Pirie Scott; 
Russell Tolg, radio and 
TV director of BBDO, 
and others. . . 

Your buggy whip in 
good shape? There’s a 
contact, in case. Dick 
White, associate space 
buyer of Fuller & 
Smith & Ross, New 
York, is president of 
the largest buggy whip 
company in the US.— 
one of the two remain- 
ing in the country... 
WEETI’s director of pub- 
licity and public rela- 
tions, Marie Houlahan, 
has returned from a 
three-week vacation— 
the first week of which 
she spent in Maine, as 
head of a group of 
New England Women's BROPHY FAMILY—Returning from overseas by way of 
PressAssociationmem=- Montreal on the Canadian Pacific liner “Empress of 
bers at a journalism Canada” were Thomas D’Arcy Brophy, chairman of 
seminar at Bowdoin Kenyon & Eckhardt; Mrs. Brophy (second from left), 
College. . . and their two daughters, Joan (left) and Cynthia. 

The Hartford, Conn., 

Kiwanis Club heard Joseph F. Weyland, local ad manager of the 
Hartford Times, talk on “From Forest to Newsprint,” accompanied by a 
movie by way of illustration . . . Julian Gross, pres. of Julian Gross 
Advertising Agency, Hartford, and New Britain Broadcasting Co., 
operator of WKNB and WFHA, whose summer home is in Clinton, 
Conn., has been spending most of his weekends this summer sailing 
on Long Island Sound... 


Jo Dine, manager for National Broadcasting Co.’s press department, 
became the proud father of a boy, Philip, Aug. 25 . . . Mary Margaret 
Godfrey Short, of Short & Baum Advert., Portland, Ore., has been 
elected a director of the Mental Health Association and placed in 
charge of publicity and p.r. . . 


| 
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QUARTER CENTURY—John E. Smith (right), vice-president and director of adver 

tising, McCall's, recently celebrated the completion of 25 years’ service when his 

staff and associates honored him at “Club 21. Watching him open gifts are 

Otis Lee Wiese (left), vice-president and publisher of McCall’s, and Frank Braucher, 
president, Periodical Publishers’ Association. 


B. Kendall Crane, program director of Station WWSW, Pittsburgh, 
will teach radio writing and production in the evening radio classes 
which Duquesne University is offering for the first time this year. 
Dale Jackson, continuity chief at KDKA, continues his classes in the 
day school. . . 

Lieut. Col. Mark Finley, public relations director of the Don Lee 
network, has been named commanding officer of the reserve unit of 
the Armed Forces Radio Unit in Hollywood. He has 18 years of reserve 
service to his credit. . . William Brennan, manager of network sales at 
CBS, Hollywood, is broadcasting news of his third child, Kathieen. 
born on Aug. 31. The Brennans have two sons, the older of whom also 
celebrated his birthday on Aug. 31. . . One of the five national vice- 
commanders of the American Legion elected at the Philadelphia con- 
vention is Dave Fleischer, president of Commercial Letter Inc., St. 
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Insurance is the “chest protector” that covers business and industry 
against unpredictable loss. It is composed of many ingredients— 
; : ie ie A Insurance Advertisers * 
actuaries to determine the risk, inspectors to spot danger signals, in Busi Week 
: ; ‘ ; in Business Wee 
safety instructors and various safeguards designed to prevent acci- 
dents and monetary losses. To sell this valuable commodity to busi- Aetna Life Insurance Co. 
ness and industry, leading insurance companies use Business Week. morican Credit indemnity Co. of New York 
' American Mutual Liability Insurance Co. 
REASON: Insurance companies know that Business Week goes every American Surety Group 
week to a highly concentrated audience of Management-men—execu- Connecticut General Life Insurance Co. 
tives who make or influence decisions on matters of insurance. Employers Manoa Usbitity Co. of Wisconsin 
Equitable Life Assurance Society 
RESULT: Business Week regularly carries more insurance-for-business- Hardware Mutuals 
needs advertising than any other general business or news magazine. Hartford Fire Insurance Co. 
F P Home Insurance Co., The 
It is read by insurance buyers, at less cost to the incl 
: Johnson & Higgins 
om advertisers, because — Mental Mitenee, tas, 
: Metropolitan Life Insurance Co. 
z ' Mutual Benefit Life Insurance Co. 
Travelers Insurance Co. 
a U. S. Fidelity & Guaranty Co. 
$ 
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Wiseman Announces Course 


Wiseman’s courses in Principles of 


| Plans Fish Campaign 
Mark Wiseman, head of Mark| 
| has 
Advertising Effectiveness, New | newspaper 
York, will offer a new course in| 


Gloucester Fisheries Association 
announced plans for 
campaign, continuing 
the promotion of Gloucester frozen 


mechanical production next month | and canned fish and the distribu- 


under the direction of Harry 
Bauer, production manager of 
George H. Gibson Co., New York. 


Bedding Group to Meet 


The National Association of Bed- 
ding Manufacturers will hold its 
34th annual convention and sup- 
plies market at the Stevens Hotel, 
Chicago, Nov. 14-17. 


tion of the Gloucester cook book, 
“This is the Way We Cook Our 
Fish.” H. B. Humphrey Co., Bos- 
ton, is the agency. 


French Names Best Agency 
Frank Best & Co., New York, 
has been retained to handle the 
advertising of Thomas French & 
Sons, tapes for Venetian blinds. 


a fall) 
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COON EMCEe Cote 


FIRST POSTWAR CATALOG—Chrysler Corp. has released its first postwar booklet 

picturing the various model Chrysler cars, with their sales features and accessories. 

Typical of the illustrations and makeup is this spread on the convertible coupe. 
McCann-Erickson has the account. 


Luci-Graph Introduced 


Webster Photo Products, New 
York, has introduced its new Luci- 
Graph art projector, which throws 
a horizontal image of any art work, 
photograph, transparency or ob- 
ject onto any working surface for 
copying and drawing. The projec- 
tor enlarges up to three and one- 
half times and can reduce objects 
down to one-fourth normal size. 
The price is $290. 


Issues New ‘Fact Book’ 


Real Property Inventory of Met- 
ropolitan Cleveland has issued a 
new edition of its market data 
handbook, “Cleveland Fact Book,” 
which includes charts and figures 
on Cuyahoga County and U. S. 
population, the labor force, earn- 
ings and living costs, housing, 
transportation, real estate activity, 
= The 1949 edition is priced at 


MR ae Pe 


Salesmen are back to pounding the pavement and ringing 
the doorbells again, and they need all the “‘help” they can 


get. 


Give them the Post-Gazette ‘“bonus’’ in Pittsburgh— 
the bonus of the BIG Circulation that routes your advertis- 
ing as you route your salesmen to help sell the million 


central city people—and then travels beyond to sing the 
same selling song to the two million more who live in and 
around the 144 cities and towns of 1,000 to 75,000 population. 


— POST-GAZETTE 


REGAN & SCHMITT, 


BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


Vow 7 Daye A Ween 


REPRESENTED NATIONALLY BY MOLONEY, 


INC. 


-| Bldg., 
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Landers’ Products 
to Have Record Fall 
Advertising Push 


New Britain, Conn.—Landers, 
Frary & Clark will spend $%00,- 
000 during the last three months 
of 1949 for the promotion of ‘Uni- 
versal household electrical ap- 
pliances in 16 magazines and, 214 
newspapers. 

It will be the largest expendi- 
ture by the company for the ap- 
pliance division over as short a 
period of time, and will represent 
two-thirds of the entire ’49 adver- 
tising and promotional budget. 

Encouraging sales results during 
the past seven weeks prompted 
the company to increase linage 
for regular Universal products 
and to introduce three new ap- 
pliances for the holiday market. 

Universal will offer a new auto- 
matic toaster to retail for $18.95, 
an automatic combination waffle 
iron and sandwich grill to sell for 
$29.95, and a dual control electric 
blanket with temperature controls 
adjustable by either occupant of a 
double bed. Several new colors 
will be added to the electric blan- 
ket line. 

Newspaper advertising will be 
concentrated on Universal’s elec- 
tric blanket and Coffematic perco- 
lator. 


ws Magazine insertions breaking in 
October issues will feature the 
full line of portable electric ap- 
pliances, and range in size from 
spreads to half pages, all in full 
color. Radio and TV spots will also 
be used. 

Special deals will be offered to 
dealers. A free gift of a paring 
knife will be extended to prospects 
by retailers at store demonstra- 
tions. A combination buy will be 
featured for Universal Leader 
irons, which are regularly priced 
at $8.95. With each sale, a laundry 
basket and waterproof plastic 
liner will be included at a com- 
bination price of $9.95. The basket 
and liner would regularly sell for 
$4.95. 

Price comparisons with other 
unidentified brands will be 
stressed in advertisements. 

Goold & Tierney, New York, is 


handling the account. 

The magazine list includes Better Homes 
& Gardens, Bride’s Magazine, Farm Jour- 
nal, Good Housekeeping, Guide for the 
Bride, Holiday, House Beautiful, House 
& Garden, Ladies’ Home Journal, Life, 
Look, McCall’s, The Saturday Evening 
Post, Sunset, Time and Woman's Home 
Companion. 


Newsletter Becomes Tabloid 


Gene Cervi has changed his 
four-year-old Rocky Mountain re- 
gion business newsletter to a 
weekly tabloid business newspa- 
per and has opened the column: 
to advertisers desiring busines: 
readership. Francis C. Smith J} 
is business manager for the ne\ 
New Rocky Mountain Journal lo- 
cated in the Railway Exchang” 
Denver, and John V 
Ragsdale is advertising manage 


WHY OVERLOO:. 
10 BILLION $S° 
WORTH « SALES! 


Wake up! 15 million American Negro * 
buy food, drinks, drugs, cosmeti« 
other products. They have 10 billic 
dollars to spend! Tell them what y° 
have to sell. The best way is throug 


newspapers and magazines. Throus 
them you make friends with the mo 
loyal customers in the world. Treme! - 
dous profits are made through adve - 
tising to this great and growing ma - 
ket. For full details write Intersta 
United Newspapers, Inc., 545 Fif' 
Ave., N. Y., serving America’s leadi! : 
advertisers for over a decade. 
NOTE: We now have facts compiled by 
® Research Co. of America on bre 2 


= 
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preferences of Negroes from coast to co 


for this free information, 
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the only study of its kind ever made. Writer “ " 
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Druggists Having 
Hard Time Making 
Profit, Says Lilly 


INDIANAPOLIS—Drug store pro- 
prietors are having increasing dif- 
ficult: in operating their businesses 
at a profit, according to the 17th 
annual edition of the “Lilly Di- 
gest,” which summarizes the 1948 
financial reports of 1,122 drug 
stores. 

Ne: profits earned by all stores 
reporting showed 25% of the stores 
had a net profit of 10%; 34% had 
a net of 5% to 9%; 20% earned 
2% to 4%; 10% had a net of less 
than 2%, and 11% operated at a 
loss. 

“The percentage of stores op- 
erating at a loss has been creeping 
up steadily in recent years,” the 
report says. “After reaching a low 
of 4% in 1944, it went to 5% in 
1945, to 7% in 1946, 9% in 1947 
and 11% in 1948.” The 1948 aver- 
age, however, is well below the 
34% reached in the depression 
year of 1932. 


a Average drug store sales for the 
past five years, as listed in the 
report, show a steady increase as 
follows: 1944, $52,297; 1945, $62,- 
038; 1946, $69,422; 1947, $76,520; 
1948, $86,059. 

The trend of expenses incurred 
by drug stores also has mounted. 
In 1944, total average expenses 
were given at $11,909; in 1945, at 
$14,596; in 1946, at $16,476; in 1947, 
at $19,346, and in 1948, at $22,615. 

“With a drop in sales,” the re- 
port declares, “drug store pro- 
prietors are looking around for 
places to cut expenses. One of the 
first places where an expense cut 
is likely to occur is in the pro- 
prietor’s own salary allowance. 
Most of the other expenses of 
running a drug store are fixed, 
regardless of the volume of sales. 
When any falling off in sales oc- 
curs, these expenses are going to 
take a greatly enlarged share of the 
reduced receipts. When that hap- 
pens, the falling off in profits 
will be far greater proportionately 
than the drop in sales.” 


s The “Lilly Digest” is issued by 
Eli Lilly & Co., Indianapolis, man- 
ufacturer of pharmaceutical and 
biological products. Each year the 
proprietor of each registered drug 
Store in the United States is in- 
vited to submit his year’s opera- 
tions figures for confidential anal- 
ysis. Within 60 days he is supplied 
with a complete analysis report 
representing a percentage break- 
down of his figures, along with 
comments and suggestions. 

‘The report,” according to J. 
W. Lansdowne, assistant manager 
of the manufacturer’s relations de- 
partment, “is not based on our 
own ideas or theories, but upon 
the suecessful operations of many 
Stcves of like size and location.” 


Lyon Agency Adds Three 


rank N. Phelps Jr., who for- 
ly operated his own advertis- 
consultation service in St. Lou- 
has been named account exec- 
"e and copywriter of W. D. Lyon 
Cedar Rapids, Ia., agency. 
ert H. Schubert, formerly con- 


itersta ° 
- leadir ¢ 


led by 4 


+} to co 
Writer * 


ity director of Station KWDM, 
I Moines, has been appointed 
.0-television director, succeed- 
'' Howard M. Paul, who resigned 
' oin WLW, Cincinnati. Arlon T. 
son, formerly with Technical 
dlications Co., has joined the 
‘ney’s art department. 


.ond Adds TV Department 
_awrence Esmond Advertising 
rp., New York, has established 
television department. Richard 
Mayer, radio director, will be 
1 charge of the new department. 


farks 25th Anniversary 

With its Aug. 29th issue, Auto- 
votive News entered its 25th year. 
he event will be celebrated next 


ear with an historical review 
‘umber, 
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White Motor Co. Promotes enough to be read in a few sec- 


: onds and strong enough to leave 
W. B. Tierney, J. C. Wright an unconfused impression of the 


promoted William B. Tierney, for- 


merly assistant wholesale man-| ‘Bookbinder’ to Wolff 
ager, to manager of the company’s| J[nternational Bookbinder, bi- 
Baltimore branch. J. C. Wright,| monthly official publication of the 
formerly sales manager of the | International Brotherhood of Book- 
Newark branch, has been named | binders, has opened its columns to 
assistant wholesale manager. - eee by ee — 
The company also has issued a| ply companies serving the book- : - Ayr - 
list of suggestions for the most ef- | binding industry and has appointed Se te ten aioe ee ey Eo 
fective use of trucks for company|Samuel D. Wolff & Associates, y 
advertising. White cautions truck |New York, as national advertising | J ABRAMS CO 400 N. MAY ST. * CHICAGO * MO 6-4411 
owners to keep messages short! representative. ° © 230 Sth AVE. * NEW YORK * MU 9-7686 


4” Manufacturers of 


cture frames 


FRAME YOUR DISPLAY ADS Well Styled Frames b: 


For Your Point of Purchase Displays To Your Speci- 
fications. The facilities of the most versatile picture 


: 


IN LOS ANGELES 


Your advertising dollars will deliver a 
greater unified impact and make more sales in 
Los Angeles if you will remember just one fact, and do 


just one thing. 


First, remember that six out of every ten potential 
buyers of your product are within the ‘hub’ of 

this great market — the A.B.C. City Zone. This is 
good, because such concentration assures economical and 


profitable distribution. 


Second, grease that ‘hub’ by ordering your top schedule 
in the one newspaper that reaches 45,950 more 
families than any other daily in the vital city zone— 


and more families, too, when you add the trading zone. 


This means that your top schedule goes to the 
Herald-Express . . . your major medium to reach more 


people and make more sales in Los Angeles. 


(oye PALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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3 firms spent more|t 
8 firms spent morelt 
6 firms spent morelt 
9 firms spent morelt 
73 firms spent moret 


—for advertising last 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., New York City 17; W. E. Bates 
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The total expenditures of these 73 firms for 
advertising in the Chicago Tribune last year 
amounted to $15,390,772. This group represented 
only a small percentage of the thousands of 
idvertisers who in total placed more advertising 
linage in the Chicago Tribune last year than 

in any other publication. 


Whether spending a few thousand dollars 
a year or more than a million, 
no advertiser ever has pushed to the limit the 


1: erage net paid total circulation for the official six month period ended March 31, 1949: Daily, 957,448—Sunday, 1,660,779 


than °1,000,000 each 
than °900,000 each | 
than *250,000 each 
than °100,000 each 
*90,000 each 


thyear in the Chicago Tribune 


* obseot Bldg., Detroit 26; Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4; also 448 S. Hill St., Los Angeles 13. Member: First 3 Markets Group and Metropolitan Sunday Newspapers, Inc. 


buying power represented by the Chicago 
Tribune’s huge circulation. 


Business continues to make Chicago one of 
the bright spots of the nation. During the first 
seven months of this year, the Chicago Tribune 
printed more lines of advertising than any 
other publication in America. 


Consider! Are your expenditures in the 
Chicago Tribune adequate to your opportunities 
in the multi-billion dollar Chicago market? 
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Chemical Sales Aids 
Boost 1949 Volume 
of Savoy Drug 22% 


Cuicaco—As a result of the in- 
creased use of chemical merchan- 
dising aids, Savoy Drug & Chemi- 
cal Co. experienced a 22% in- 
crease in sales volume during the 
fiscal year just ended. 

In his report to Savoy’s board 
of directors, Dr. Joseph V. Sterba, 
president, cited manufacturers of 
duplicating machines, radios, wash- 
ing machines and foundation gar- 
ments as examples of companies 
which have used merchandising 
aids prepared by Savoy, a private 
label Chicago drug manufacturer. 

Typical of concerns using such 
products, according to Dr. Sterba, 
is a large RCA radio and television 
distributor, who offered dealers a 
package of high-gloss furniture 
polish designed to keep radio and 
TV cabinets lustrous. 

Dealers who offered the pack- 


LOS ANGELES :—How close are 


television techniques to motion pic- 


tures? Ask Frank Woodruff, one 
of our directors, about it. He should 
know ... he has directed 8 movies, 
as welb as Lux Radio Theater. On 
our show, “Mystery Is My Hobby.” 
he says the number of “cuts” and 
“inserts” is equal to first-class 
movie cutting. 75 to 80 cuts and 
10 to 15 inserts in a half-hour. 

“Mystery Is My Hobby” uses 
these techniques to perfect advan- 
tage, We think it’s one of the best 
buys in television anywhere. Call 
us or Radio Sales. 


THINGS pile up on us so fast that 

we were surprised to count 10 
live cameras at KTTV. These are 
backed up by 3 film camera chains, 
a couple of 16 mm. projectors, 3 
slide projectors and a balopticon. 

KTTV's two new studios, 45 by 
75 each (one with 300 audience 
seats). will be in use by the time 
you read this. These, plus our or- 
iginal 40 by 40 studio and perma- 
nent kitchen set, give a flexible 
staging space for any type show. 
And we do have a variety. 


6617 ARIETY™ looked over the field 
in its Showmanagement issue 

. and gave us a nice boost (only 
West Coast TV station, at that). 
Talked about our “firsts.” like the 
Rose Bowl. Jack Benny. Edgar Ber- 
gen, “Pantomime Quiz.” and Pasa- 
dena Playhouse. Thanks. Variety. 


We're regularly scheduling other 
live. bright shows, too. Ask Radio 
e* they know. 


Sales e 


age with a set purchase found 
video sales were up 2s much as 
40%, despite a slump in a number 
of nearby stores. 


s Also mentioned was a large 
seed producer, who purchased 
500,000 tablets of plant food con- 
centrate with the seed house name 
imprinted on each tablet. Small 
boxes of the tablets were enclosed 
with quantity purchasers of seeds, 
and the response was so favorable 
that the company has doubled its 


previous order for its 1950 supply. 

A duplicating machine manu- 
facturer offered a supply of a 
scented cleansing cream solution 
to all purchasers. Feminine em- 
ployes of prospective purchasers, 
who received a bottle of cream 
after they had tried out the 
machine, were instrumental in 
boosting sales of the duplicating 
machine company. 

Other chemical merchandising 
aids mentioned in the report in- 
clude a masculine soap perfume 


used in washing the floors of men’s 
clothing and haberdashery de- 
partments, a weed-killer tablet 
used by a garden spray manufac- 
turer to boost sprayer sales, and 
inexpensive sachets the size of 
aspirin tablets used to stimulate 
sales of a brassiere manufacturer. 


3 Name O’Rourke Agency 


John O’Rourke & Associates, San 
Francisco, has been appointed to 
handle the advertising of New 
Process Service Co., Rietz Mfg. 
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Co. and Rutter Armey Bearing & 
Machine Works. Joseph A. Don )- 
hoe III, formerly with Stauff»r 
Chemical Co., San Francisco, h is 
been named an account executi’'e 
of the agency. 


Batts Appoints Mudge 


James M. Mudge, formerly a-- 
count executive of Jaqua C.. 
Grand Rapids, Mich., has been a)- 
pointed advertising and sales prv- 
motion manager of John Thoms 
Batts Inc., Grand Rapids, manu- 
facturer of Wishbone hangers. 


H EA ODaQauU AR TE R S 


ONE OF A SERIES ON THE 


330 WEST 42nd STREET, 


“*PLUS VALUES" 


N. Y. 


NEW YORK 18, 
Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 
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Femington Rand Ups 
Seven Key Execs 


New YorK—Al N. Seares, vice- 
president and general manager of 
the systems division of Remington 
Rind Inc., has been named vice- 
president and director of general 
domestic sales service operations, 
including management controls, 
business machines and supplies and 
dealer sales divisions. T. J. Nor- 
ton, general sales manager of the 


systems-photo records division, has 
been elected a vice-president and 
general sales manager of the new 
management controls division. M. 
H. Simmons, assistant general sales 
manager of the systems-photo rec- 
ords division, has been promoted 
to sales manager. 


ws H. A. Hick, vice-president of the 
adding-bookkeeping and calculat- 
ing machines division, has been 
named vice-president and general 
sales manager of the new dealer 


sales division. 

H. V. Widdoes, vice-president 
of the typewriter division, has 
been appointed vice-president and 
general sales manager of the new 
business machines and supplies 
division. H. F. Ronan, New York 
branch sales manager of the type- 
writer division, has been named 
sales manager of the typewriter, 
Remtico and Duplicator supplies 
operation. W. A. Rhodes has been 
appointed sales manager of the 
adding-calculating sales operation. 


Celluplastic to Art-Copy 

Art-Copy Advertising Agency, 
Newark, has been retained to han- 
dle the advertising, sales promo- 
tion and public relations of Cellu- 
plastic Corp., Newark, manufac- 
turer of Clearsite plastic contain- 
ers. 


Promotes O’Shaughnessy 

Joseph J. O’Shaughnessy, New 
York branch salesman for Owens- 
Illinois Glass Co., has been ap- 
pointed sales manager of the com- 
pany’s beverage division. 


("ost 


Like everybody else, the man in the front 
office is going into this competitive market in 
a hard-headed mood. 


If he has been looking at his advertising 
budget as an expense item, to be pared down 
when the going gets rugged, your ideas and 
recommendations are in for some tough sled- 
ding. 


But if he looks at advertising for what it is— 
a mechanical device for reducing the cost of 
manufacturing sales—he’ll listen and listen 
carefully. Mechanized Selling applies the 


high speed, low cost tools of advertising to 
the preliminary steps to a sale. It frees the 
salesman to concentrate his expensive selling 
time on the steps that get the order. 


We’ve been doing our darndest, for 39 con- 
secutive months, to acquaint your boss with 
this shirt-sleeve concept of advertising. We’ve 
been doing it with spreads in BUSINESS 
WEEK and with a series of booklets and 
slide presentations that talk his language. In- 
vesting pennies per contact in advertising to 
save dollars in selling costs makes sense to 
the men who hold the purse strings. 


s| YOUR boss buy? 


—_——— 


TIONS 


. « « « Mechanized Selling IS being applied and used by 
advertising and marketing practitioners. Here are some current examples: 


SALES PROMOTION EXECUTIVE (New Jersey) sent mail- 


ings to all key executives among his clients and 
prospects. The letters enclosed copies of McGraw-Hill 


Mechanized Selling booklets. 


STEEL MANUFACTURER (Pennsylvania) sends reprints 


of current company advertising to all divisional 
salesmen in Mechanized Selling folder. 


MAGNETIC EQUIPMENT MANUFACTURER (Pennsylvania) 


uses Mechanized Selling theme in house organ 
articles to sales staff. 


ADVERTISING AGENCY (Wisconsin) used Mechanized 
Selling theme in magazine advertising campaign. 


ACCOUNT EXECUTIVE (Ohio) based presentation of 


new campaign to client on Mechanized Selling. 


MINING EQUIPMENT MANUFACTURER (Pennsylvania) 


used Mechanized Selling to explain sales and 
advertising activities to employees in 
annual report. 


TOP EXECUTIVE (Illinois) built slide presentation of 


Mechanized Selling for his board of directors. 


There’s a lot of red meat for management presentations in our booklets, 
*‘ Mechanized Selling at Work” and “Orders and How They Grow.”’ If ‘you haven’t read 
them, ask your McGraw-Hill man for copies. Ask him about our slide film, too. 


PLAIN 
WORDS 


Do The Best 
ADVERTISING 
SELLING 


1, spite of the rapidly- 
spreading plague of zany names 
and terms in much of today’s ad- 
vertising, we remain fully con- 
vinced that the buying public not 
only prefers, but is much more 
easily sold with just plain words. 


All of our copy is written accord- 
ingly. Nuts and bolts, bread and 
butter are not strangled with un- 
heard-of amplifiers. Goods are 
described and sold in down-to-' 
earth language that John Doe 
understands . . . and remembers. 
Result: (1) Advertising that sells; 
(2) An ever-increasing list of en- 
thusiastic clients. 


In just plain words, we operate a 
progressive, medium-sized agency 
. . . comparatively young in years 
but old in the combined experi- 
ence of its members. We are fully 
staffed and equipped to give com- 
plete agency service to Illinois- 
Indiana advertisers within a 200- 
mile radius. By complete we mean 
everything from national publica- 
tion and radio advertising down to 
the simplest envelope stuffer . . 
everything each client needs and 
can afford. In order to 
reach and maintain the 
important goal of co- 
ordinated advertising 
and sales activities, we 
consider catalogs, direct mail, sales 
literature and related items just as 
important as commissionable 
forms of advertising. Another rea- 
son why our clients are so well 


satished. 


Equally important (and unusual), 
this small city of ours is well 
populated with top-notch artists, 
commercial photographers, re- 
touchers, engravers, printers . . . 
all graphic arts suppliers required 
by a progressive agency. So we 
need not depend upon metropoli- 
tan sources for a single thing in 
the creation and production of ad- 
vertising and promotional items 
that sell the goods. Our clients 
benefit accordingly. 


We will be glad to tell in plain 
words just how this agency can 
bring you the best possible results 
per advertising dollar. Just write; 
wire or phone . . 


ADVERTISING 


\ CHAMPARIS * ILLINOIS 
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Grocers Have Too 
Many Null Coupons, 
Minnesotans Find 


New YorK—While the recent 
Senate inquiry shows that “five 
percenters” have kept our cur- 
rency active, the Minnesota Food 
Guide has turned up some sur- 
prising information on a cache of 
“dead dollars.” 

As reported last week in 
Yankee Food Merchant, the Min- 
neapolis voluntary group checked 
the unredeemed coupons in 17 
Minneapolis supermarkets and 
found: 17 retailers were holding 
6,205 coupons with a total value 
of $991.14; there was an average of 
365 coupons per store valued at 
$58.30; and coupons, from 49 dif- 
ferent manufacturers, were five 
and six months, many of them ex- 
pired. 

Projecting the average value 
per store ($58.30) for the state, 
according to the report, would 
mean Minnesota had $333,242 


LS 
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ie XCEDUO 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 
e PRINTED QUICKER 


® PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xceL.to Press .. 
| 400 North Homan Street 
© Chicago 24, Illinois 
NEvada 2-2100 


: 


worth of coupons. Further pro- 
jected, for the whole country, the 
figure becomes $22,864, 000 worth 
of coupons. 


s According to the food guide, 
it all adds up to this: “.. .Grocers 
nationwide are currently under- 
writing manufacturers’ promotions 
to the tune of about $25,000,000. 
These facts lend credence to the 
oft-expressed belief that many 
manufacturers do not want the cou- 
pons redeemed. It becomes plain 
that if the manufacturers do not 


find an acceptable answer to this 
problem rather quickly, we [the 
grocers], in self defense, will have 
to find one for them.” 


‘Popular Mechanics’ Names 
Wedderspoon London Chief 


Douglas W. Wedderspoon, who 
formerly represented Popular 
Mechanics on circulation in Eng- 
land, has been appointed British 
representative for the magazine, 
with headquarters in London. 

Mr. Wedderspoon was attached 
to the British Army’s intelligence 


served as managing director of 
Dale International Publications in 
London. He is enroute to the Brit- 
ish capital after having spent sev- 
eral weeks at the publication’s 
Chicago headquarters. 


Hearing Aid Introduced 


Telex Inc., Minneapolis, soon 
will introduce its newest hearing 
aid, the Telex 200. “Smaller than 
a dollar bill folded in half,” the 
new silver-rolled-on-aluminum 
instrument weighs 3.4 ounces, 


without batteries. 


section during the war and later} 
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New Magazine Makes Debut 


Lines from Hollywood, a ne, 
monthly miniature magazine with 
ideas for individual groomin: 
clothing and beauty care, is being 
published by the public relatiors 
concern, PR Inc., Beverly Hill;, 
Cal. The monthly, billed as “an 
exclusive personal report to wi- 
men at home,” will not carry ac - 
vertising nor accept payment fc: 
editorial space and will be sold 
only by subscription. Objective cf 
PR Inc. is to provide a public re- 
lations function for business and 
industry without subsidization. 


TO CREATE more desire; now that war’s pent-up desires 
are satisfied, will take plenty of “know-how,” plenty of 


Create 
more 


desire! 


Nau, as always, i ' 


It will take more salesmen with more enthusiasm for boss 


profit-&-growth stem directly from 
the ability of salesmanship and 
advertising to create more desire. 


wherewithal — and plenty more. 


and product—and more reason-why rebuttal to the buy- 
ers’ “Not today!” It will take more “midnight oil,” more 
“huddles,” more “shoe leather.” 


It will take bolder planning, more streamlining, more mile- 


age out of every $ appropriated. And don’t forget there’s 


been over. 


a clearer view of the road ahead through the windshield of 
research than in the mirror’s reflection of the road you’ve 


Metropolitan Group} , 
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Cummings and Hopkins 
Form New Detroit Agency 


Glenn H. Cummings, who for 
he past four years has served 
several corporations as a consult- 
unt on public relations and stock- 
nolder relations, and Nat W. Hop- 
kins, formerly advertising mana- 
ger of Continental Motors Corp., 
Muskegon, have become partners 
in a new Detroit advertising and 
public relations agency. The agen- 
*y, Cummings & Hopkins, has the 
following accounts: Continental 
Motors Corp.; Michigan Music Co., 


Detroit franchise holder for Muzak, 
and Detroit Brickote Inc. 

Mr. Hopkins will head the agen- 
cy’s advertising department and 
Mr. Cummings will be in charge of 
its public relations. Ernest L. 
Covington has been named in 
charge of production and Margaret 
Osborn, office manager. The agen- 
cy will move from its present of- 
fices, 116 Curtis Bldg., to 1504 
Guardian Bldg. on Oct. 1. 


Two Appoint Kaufman 
Kaufman & Associates, Chicago, 
has been named to handle the ud- 


vertising of Kenman Corp., Chi- 
cago, producer of a basic new pro- 
cess for making engravings for 
printing reproduction. Hammer 
Dry Plate & Film Co., St. Louis, 
producer of photographic film and 
materials for the graphic arts in- 
dustry, also has placed its adver- 
tising with Kaufman. 


Association Changes Name 

The Carolinas’ Advertising Ex- 
ecutives’ Association has changed 
its name to the Newspaper Ad- 
vertising Executives Association 
of the Carolinas. 


Reynolds Opens Tulsa Oftice 

Reynolds Metals Co., Louis- 
ville, has opened an office in Tul- 
sa, Okla., at 310 Thompson Bldg. 
to serve the petroleum industry. 
L. E. Pennington has been named 
in charge of the new office. 


Thomas Fuller Transferred 


Thomas D. Fuller, formerly a 
Sylvania industrial engineer, has 
been transferred to Sylvania Elec- 
tric Products radio division’s sales 
merchandising department, Em- 
porium, Pa. 


1T WILL TAKE more dissatisfaction with time-worn meth- 
ods and a restless quest of better methods! It might even 
take a penchant for breaking precedents! 


There’s the precedent of buying “national” media to sell 
the national market. Analyze that precedent and you'll find 
that, good as they are, the nation’s top “national” media 
can’t hold a proverbial candle to the locally edited Metro- 
politan Group of Sunday Picture Magazines. 


Let the facts tell the story. 


To create more desire for your product, you'll have to reach 
more people in more places where more goods are bought. 
And here’s how Metro’s locally edited Group compares 
with “national” media in the business of gathering an 
audience for your sales messages: 


FAMILY COVERAGE CURRENTLY 
AVAILABLE IN THE 138 U.S. METROPOLITAN 
TRADING AREAS 


50°) or better 20% or better 

No. of % of U.S. No. of % of U.S. 

Areas Retail Sales Areas Retail Sales 
Metro Magazines 32 37.52 64 45.35 
Supplement “A”. 15 15.07 60 45.08 
Supplement “B” . 20 19.42 42 33.25 
Weekly “A”.... None 17 6.95 
Weekly “B”.... None 1 62 
Weekly “C”.... None 1 15 
Women's “A” .. None 4 57 
Women’s “B”... None None 
Women’s “C”... None None 


CITY-WISE, Metro advertisers reach 70% of the families 
in the nation’s 18 largest cities; 50% or better in 491 prin- 
cipal cities— plus 5,000,000 circulation in other prosper- 
ous cities and small-town America. 


Obviously, it will take more than top coverage to create 
more desire for your product. For the best that top crea- 
tive talent can devise must be read before it can generate 


AN ASSURED NATIONAL AUDIENCE FOR NATIONAL ADVERTISERS. 


SAN FRANCISCO 


155 Montgomery St. — GArfield 1-7946 


desire. And here’s how Metro compares with 
“national” media in the business of getting thorough 
readership of 4-color advertisements: 


THOROUGH READERS PER $ 


All 1948 Starch-checked 1000-line Colorgravure 
ads; all 4-color pages in Supplements 
and Magazines. 


(__]} men GE women 


IT 


Metro = Supp. Supp Women's Women's Women's 
Mag. C i, eb rr ow 9° 
Comprehenswe data on request. 
WHAT ABOUT COST? Metro Colorgravure costs $2.73 
per thousafd. Color in the leading weeklies and leading 
women’s magazines ranges from $3.21 to $5.30 per thou- 
sand. And Metro monotone rates are even more attractive! 


There’s the 3-dimensional story on current media values. 
If you want top coverage, you'll get it in Metro. If you 
want top readership, you’ll get it in Metro. If you want 
the best rate, you’ll get it in Metro. 


IN SHORT, if you want more mileage out of every $ ap- 
propriated; if you want more enthusiasm inside your sales 
organization and out around the trade; if you’re questing 
for a better method to create more desire for your product, 
Metro offers everything! 


How’s your penchant for breaking precedents? 


LOS ANGELES 


448 South Hill St. — MIchigan 0578 


(*) All ages, all incomes, both sexes. 


Question... 


WHERE CAN 
YOU GET 
SUCH A 
LARGE 
AUDIENCE? 


Answer: 


In Greater 


Toronto 


Canada’s 


Richest 
Market... 


more than 


80% 


of the families 
read the— 


TORONTO 
DAILY 
STAR 


NOW OVER 


375,000 


Copies Daily 


80 King St. West, Toronto 
University Tower Bidg., Montreal 
In U.S.—Ward-Griffith, Ine. 
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Wesley Bowman Studio, Inc. 
360 North Michigan Ave. e Chicago 
Phone CE 6-0233 
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Booklet Reopens 
Area vs. Quota 
Sampling Debate 


National Analysts Inc. 
Calls Area Method Far 
Superior for Research 


PHILADELPHIA—The “area prob- 
ability sample,” which is claimed 
as a new and more accurate re- 
search sampling method than the 
“quota sample,” is described in a 
pamphlet released last week 


by National Analysts Inc., a sub- 
sidiary of Curtis Publishing Co. 

Titled “The New Way to Sample 
the U.S.A.,” the pamphlet, writ- 
ten by Fred McCord, Philadelphia 
newspaper man, says that the 
“area” of area probability means 
that the sampling method used by 
National Analysts is based on the 
simple assumption that all per- 
sons it will ever survey occupy a 
place in time and space. 

“Their place in time is the pres- 
ent,” Mr. McCord says, “not the 
place they occupied when the last 
census was taken. Their place in 
space is their place of usual resi- 
dence... ’ 


s “Therefore, if the total ground 
area of the United States is di- 


Re gh aesce 


OR et ep Re Renn ays 


Pema es 


top Chicago’s.t 


But you’re in for a disappointment if you count on 
outside radio to cover the Beeline — because its well 
removed from the Coast. And Beeliners naturally listen 


most to their own local stations. 


Yes, to cover the Beeline you need the five BEELINE 
stations. Together, they blanket the whole market. 
é Individually, each is a strong local favorite. Take 
KOH Reno, for example. According to a recent Conlan 
survey, KOH leads all other stations in Reno... 
and outside stations combined account for only 1.3% 


oo 


of the audience. 


. 


tSales Management's 1949 Copyrighted Survey 


+ 


o> You cant cover California's Bonanza Beeline 
without on-the-spot radio 


The Bonanza Beeline is a big area to cover, too — all 
of California’s rich inland plus western Nevada. Its 
buying power exceeds Maryland’s . . . and its drug sales 
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MECLATCHY BROADCASTING COMPANY 


@ PAUL H. RAYMER CO., National Representative 


SACRAMENTO, CALIFORNIA 
KOH 


Reno (NBC) 
1000 watts 630 kc. 


7 
: KFBK 
Secramento (ABC) 
50.000 watts 1530 kc. 


KERN 
Bakersfield (CBS) 
1000 watts 1410 ke. 


KWG 
Stockton (ABC) 
250 watts 1230 ke. 


KMJ 
Fresno (NBC) 
5000 watts 580 ke. 
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vided into small areas, such as cit: 
blocks, townships, or election dis 
tricts, then every person in th 
United States, and every perso) 
who is a potential respondent to 
National Analysts’ questionnaire 
will have a place of residence i: 
one of those small areas. 

“It follows that if each of thos 
areas has an equal chance of bein 
designated as an area to be sur 
veyed for a sample, then each per 
son in the United States has like 
wise an equal chance. Thus, it i 
made certain that chance lies alik: 
among rich man and poor, wisi 
man and fool, not just the averag: 
American, but the mean and th 
extremes as well. 

“Nothing need be known abou! 
the areas except their boundaries 
The only requirements are that 
they must not overlap and mus‘ 
account for all of the land in the 
United States. Then, in accord- 
ance with the probability theory, 
each area is assigned a number 
The choice of areas to be sampled 
is then made from a set of random 
numbers. Chance alone designates 
the households that are to be in- 
terviewed within the selected areas. 
The interviewer is permitted no 
deviations.” 


w The achievements of the area 
probability survey, according to 
Mr. McCord, have been abundantly 
demonstrated by the Census Bu- 
reau, by the Bureau of Agricul- 
tural Economics and by the Sta- 
tistical Laboratory of Iowa State 
College, and he cites examples 
that are persuasive, particularly 
with respect to pre-harvest esti- 
mates of the production and qual- 
ity of the wheat crop and hog 
production in Iowa. 

The accuracy of a survey, Mr. 
McCord points out, increases as 
the square root of the number of 
interviews increases. This rule 
holds, he says, whether the sur- 
vey is to be made in a single city 
or throughout the United States. 

In essence, the area probability 
survey is intended to enable busi- 
ness management not only to look 
before it leaps but to measure the 
extent of its jump. 


ws To aid it in making measure- 
ments, National Analysts has a 
field staff of 984 interviewers and 
supervisors, 11 specialists in re- 
search work and statistics and 50 
trained statistical clerical employ- 
es. “It maintains a complete set of 
maps for all of the 1,200 counties 
that make up the American open 
country. Every rural place in the 
United States and its boundaries 
are shown on 36,808 more maps, 
and urban places and metropolitan 
districts are closely mapped an 
indexed.” 

Officers of National Analysts, 
which was incorporated in 194), 
are Alfred N. Watson, presiden', 
formerly assistant chief of r- 
search of the Census Bureau, a! 4 
Arnold J. King, managing dire:- 
tor, formerly associated with tie 
Laboratory of Iova 
State College. 

In addition to its work for Cu’- 
tis, National Analysts, Mr. M-- 
Cord says, numbers among ‘5 
clients the following: 

N. W. Ayer & Son; British E<- 
port Trade Research Organizatic }: 
Doherty, Clifford & Shenfield; ©. 
I. du Pont de Nemours; the Ph - 
adelphia Inquirer; Publicker ! '- 
dustries; San Francisco Chronic ’ 
Smith, Kline & French; Supple - 
Wills-Jones; Washington Po: 
Wyeth Chemical Co.; Sales Ma 
agement, and General Mills. 


Publication Promotes Spauldi: 9 


John B. Spaulding, formerly @ - 
sistant editor and advertising ma '- 
ager of Automotive News of t « 
Pacific Northwest, Portland, | +5 
been appointed editor and mana: ”! 
of the publication, succeeding ‘ 
late James H. Cassell. Oliver Re °, 
formerly with the Journal, Po ‘- 
land, has been named to assist ) ' 
Spaulding. 
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NEW Subscription Order Form... es xe x . » 


Please enter immediately my subscription to 


Advertising Age for cade Ss. 
(C) One Year at $3.00  [] Two Years at $5.00 [1] Three Years at $6.00 & MAMWEY 


[] Payment enclosed [7] Bill me later [] Bill my firm 


“< ae ting braud preferences of 


a aie E Small Town America! 
ADVERTISING AGE ~- 100 EAST OHIO STREET + CHICAGO 11, ILLINOIS 
—_~- 


Again this year! ... and for the 14th year! ... GRIT has produced the only 


available report on Brand Acceptance in the national TRUE Small Town Market. 


It's the biggest consumer survey of its kind! Covers six general classifications, 
including Grocery Products, Drugs and Cosmetics, Home Appliances and 
Improvements, Automotive Products, Tobaccos, also Miscellaneous Products. 
Gives you complete details of survey operation and results. Shows you 
complete figures for five years, 1945-1949. 


See the next three pages of this advertiscne; —————>- 


FOR A CONDENSED LIST OF PRODUCTS COVERED ... AND BRAND ACCEPTANCE FOR 1947-1948. 


The 1949 figures are being tabulated—a complete five-year comparison—and on all brands men- 
tioned. To get the 1949, complete five-year comparison, available only to National Advertisers 


and their Agencies, write or call... 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


or thetr authorized aduertising representatives 


OSBORN, SCOLARO, MEEKER & SCOTT 
New York ¢ Philadelphia * Chicago °* Detroit 


GEORGE D. CLOSE, INC., San Francisco and Los Angeles 
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Booklet Reopens 
Area vs. Quota 
Sampling Debate 


National Analysts Inc. 
Calis Area Method Far 
Superior for Research 


PHILADELPHIA—The “area prob- 
ability sample,” which is claimed 
as a new and more accurate re- 
search sampling method than the 
“quota sample,” is described in a 
pamphlet released last week 


by National Analysts Inc., a sub- 
sidiary of Curtis Publishing Co. 

Titled “The New Way to Sample 
the U.S.A.,” the pamphlet, writ- 
ten by Fred McCord, Philadelphia 
newspaper man, says that the 
“area” of area probability means 
that the sampling method used by 
National Analysts is based on the 
simple assumption that all per- 
sons it will ever survey occupy a 
place in time and space. 

“Their place in time is the pres- 
ent,” Mr. McCord says, “not the 
place they occupied when the last 
census was taken. Their place in 
space is their place of usual resi- 
dence... ’ 


s “Therefore, if the total ground 
area of the United States is di- 


a 


Ese 


top Chicago’s.+ 


But you’re in for a disappointment if you count on 
outside radio to cover the Beeline — because its well 
removed from the Coast. And Beeliners naturally listen 


most to their own local stations. 


Yes, to cover the Beeline you need the five BEELINE 
stations. Together, they blanket the whole market. 
Individually, each is a strong local favorite. Take 
KOH Reno, for example. According to a recent Conlan 

survey, KOH leads all other stations in Reno... 
and outside stations combined account for only 1.3% 


Om ET 


of the audience. 


tSales Management's 1949 Copyrighted Survey 


SACRAMENTO, CALIFORNIA 


t 
' KFBK KOH 
Sacramento (ABC) Reno (NBC) 
50.000 watts 1530 kc. 1000 watts 630 ke. 
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vided into small areas, such as cit: 
blocks, townships, or election dis 
tricts, then every person in th 
United States, and every perso: 
who is a potential respondent to 
National Analysts’ questionnaire 
will have a place of residence i: 
one of those small areas. 

“It follows that if each of thos 
areas has an equal chance of bein, 
designated as an area to be sur 
veyed for a sample, then each per 
son in the United States has like 
wise an equal chance. Thus, it i 
made certain that chance lies alik: 
among rich man and poor, wis: 
man and fool, not just the averag: 
American, but the mean and thx 
extremes 2s well. 

“Nothing need be known about 
the areas except their boundaries 
The only requirements are that 
they must not overlap and must 
account for all of the land in the 
United States. Then, in accord- 
ance with the probability theory, 
each area is assigned a number 
The choice of areas to be sampled 
is then made from a set of random 
numbers. Chance alone designates 
the households that are to be in- 
terviewed within the selected areas. 


The_interwieurer _ic._nermittod..«- 


Permit No. 95 
ec, 510 P. L. & R.) 
CHICAGO, ILL. 


USINESS 
Postage Stamp Necessary if Mailed in the United States 


REPLY 


CARD 


You cant cover California's Bonanza Beeline 
without on-the-spot radio 


The Bonanza Beeline is a big area to cover, too — all 
of California’s rich inland plus western Nevada. Its 
buying power exceeds Maryland’s . . . and its drug sales 
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MCCLATCHY BROADCASTING COMPANY 


@ PAUL H. RAYMER CO., National Representative 


KERN 
Bakersfield (CBS) 
1000 watts 1410 ke. 


KWG 
Stockton (ABC) 
250 watts 1230 ke. 


KMJ 
Fresno (NBC) 
5000 watts 580 ke. 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
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before it leaps but to measure the 
extent of its jump. 


ws To aid it in making measure- 
ments, National Analysts has a 
field staff of 984 interviewers and 
supervisors, 11 specialists in re- 
search work and statistics and 50 
trained statistical clerical employ- 
es. “It maintains a complete set of 
maps for all of the 1,200 counties 
that make up the American open 
country. Every rural place in the 
United States and its boundaries 
are shown on 36,808 more maps, 
and urban places and metropolitan 
districts are closely mapped and 
indexed.” 

Officers of National Analysts, 
which was incorporated in 1943, 
are Alfred N. Watson, president, 
formerly assistant chief of r- 
search of the Census Bureau, a! ( 
Arnold J. King, managing dire:- 
tor, formerly associated with te 
Laboratory of Iowa 
State College. 

In addition to its work for C\ 
tis, National Analysts, Mr. \-- 
Cord says, numbers among ‘5 
clients the following: 

N. W. Ayer & Son; British E« 
port Trade Research Organizatic 1; 
Doherty, Clifford & Shenfield; ©. 
I. du Pont de Nemours; the Ph '- 
adelphia Inquirer; Publicker |! '- 
dustries; San Francisco Chronic ° 
Smith, Kline & French; Supple *- 
Wills-Jones; Washington Po:' 
Wyeth Chemical Co.; Sales Ma - 
agement, and General Mills. 


' 


Publication Promotes Spauldi: 9 


John B. Spaulding, formerly ¢ :- 
sistant editor and advertising ma '- 
ager of Automotive News of t 
Pacific Northwest, Portland, | 45 
been appointed editor and mana; ©! 
of the publication, succeeding ‘ »¢ 
late James H. Cassell. Oliver Re ¢, 
formerly with the Journal, Po t- 
land, has been named to assist ) ! 


Spaulding. 
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Again this year! ... and for the 14th year! ... GRIT has produced the only 
available report on Brand Acceptance in the national TRUE Small Town Market. 


It's the biggest consumer survey of its kind! Covers six general classifications, 
including Grocery Products, Drugs and Cosmetics, Home Appliances and 
Improvements, Automotive Products, Tobaccos, also Miscellaneous Products. 
Gives you complete details of survey operation and results. Shows you 
complete figures for five years, 1945-1949. 


See the next three pages of this advertscnert E> a 


FOR A CONDENSED LIST OF PRODUCTS COVERED ... AND BRAND ACCEPTANCE FOR 1947-1948. 


The 1949 figures are being tabulated—a complete five-year comparison—and on all brands men- 
tioned. To get the 1949, complete five-year comparison, available only to National Advertisers 


and their Agencies, write or call... 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. i 


or thetr authorized aduertising representatives 
OSBORN, SCOLARO, MEEKER & SCOTT 
New York ¢ Philadelphia * Chicago °* Detroit 


GEORGE D. CLOSE, INC., San Francisco and Los Angeles 
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These pages are published by GRIT to illustrate for you the extent of 
their Annual Reader Survey. 1947 and 1948 figures are given on a limited 
number of the brands reported. Complete 1949 figures are now being 


tabulated, showing full lists of all brands mentioned in a five-year comparison. 


(Percentages of GRIT families buying, 
planning to buy or owning the following products) OIL 1947 1948 
AUTOMOTIVE ges TA fers aa P 
1947 = 1948 GULF 13.0 12.0 | 
AUTOMOBILES, owned SOCONY-MOBILOIL 6.3 5.9 
, QUAKER STATE 5.9 4.8 
CHEVROLET 28.2% 29.1% : y 
FORD 29.2 27.7 
DODGE 5.4 5.5 ESSO-ESSOLENE 14.9% 16.4% 4 
BUICK 4.4 4.4 q GULF 1.5 «11.3 sae 
TEXACO 9.2 9.3 
AUTOMOBILES, plan to buy NEW STANDARD | 
CHEVROLET 25.0% 30.3% 4 s : 
FORD 29.9 22.6 ANTI-FREEZE * 
PLYMOUTH 9.0 8.3 PRESTONE 48.1% 1 
PONTIAC 5.9 5.8 ZERONE 13.6 
BUICK 7.3 5.7 ALCOHOL 6.7 - 
ZEREX 5.1 
TRUCKS, owned | mmo 5.0 9 
ramen tial hai DRUGS & COSMETICS HMMS 
PORD 97.8 28.0 DRUGS & COSMETICS 
DODGE 11.9 9.3 
inremanona ‘79 70. [D1 | HAND LOTIONS AND CREAMS | 
— es wa . JERGEN'S 55.2% 53.8% | * 
HINDS 7.8 8.3 
TRUCKS, plan to buy NEW 9 TRUSHAY 5.5 5.7 ? 
AVON 3.0 4.9 
FORD 37.2% 35.3% CHAMBERLAIN 2.9 2.6 4 
CHEVROLET 29.7. 32.1 . 
DODGE 10.5 9.6 
INTERNATIONAL = 8.171 / RAZOR BLADES 4 i 
G.M.C. 6.8 6.0 earn 32.0% f 
. TREET 14.7 
TIRES GEM 7.3 # 
GOODYEAR 25.8% 26.3% ? = ” ? 
FIRESTONE 21.4 19.6 
GOODRICH 12.5 10.4 . COUGH DROPS xk kk , 
ALL STATE (SEARS) 9.0 7.8 
RIVERSIDE 
‘monic, waro) 62 60 | P| | COUGH SYRUPS xx xx |) 
8 ' 
SPARK PLUGS COLD REMEDIES 
CHAMPION 64.3% 65.3% ? VICKS 30.4% 30.6% 1 
AC. 17.6 16.4 FOUR-WAY TABLETS 10.9 13.4 3 
AUTO-LITE 5.4 5.2 My BROMO QUININE 8.5 8.1 
SEARS, ROEBUCK 3.1 2.4 VICKS VAPORUB_ ‘5.4 5.0 
FIRESTONE 1.9 1.6 5 ) 666 3.1 3.7 6 ) 


1947 1947 1948 
LAXATIVES PERMANENT WAVE KITS | 
FOR ADULTS * TONI 53.7% 6.2% 
SS LADY CAROL 5.2 1.5 
EX-LAX CHARM-KURL 18.4 1.1 | 
MILK OF MAGNESIA PORTRAIT 5.9 11 et 
SAL HEPATICA SEARS MACHINELESS 0.0 0.5 . 
CARTER'S q 
PHILLIS WAVE SETS * : 
LAXATIVES WILDROOT 22.3% | J 
—_—_——— TONI 18.5 a 
FOR INFANTS — DR. ELLIS 13.5 4 
FITCH 7.2 
CASTORIA JO-CUR 4.4 q 
MILK OF MAGNESIA : 
EX-LAX 
a HEADACHE REMEDIES 
PHILLIPS’ MILK BAYER ASPIRIN 21.4% 21.3% 
OF MAGNESIA B.C. 20.8 8=21..1 é 
ASPIRIN 21.3 20.5 : 
TOOTH PASTES ANACIN 18.6 18.3 
STANBACK 5.6 5.2 ? 
COLGATE 39.1% 50.3% 3 
IPANA 21.1 17.9 | . 
PEPSODENT 14.6 12.7 4 | TOBACCOS 
LISTERINE 10.2 5.0 | © 
DR. LYON’S 1.4 4.0 as CIGARETTES 7 
so CAMEL 41.5% 41.6%| © 
TOOTH POWDERS WE LUCKY STRIKE 30.4 309 | 
CHESTERFIELD ° 13.8 13.3 $ 
DR. LYON’S 29.2% 33.5%} ©” PHILIP MORRIS 4.7 4.5 7 
COLGATE 32.8 30.3 [ee OLD GOLD 3.4 2.7 
PEPSODENT 14.5 11.2 & " 
LISTERINE 3.2 20 |.) | PIPE TOBACCO 
CALOX 2.5 1.7 z 
4 PRINCE ALBERT 51.1% 51.3% 
VELVET 10.4 9.6 ‘ 
HAIR TONICS iE HALF & HALF 6.7 7.2 
WEDROOT 19.0% 23.6% ; SIR WALTER RALEIGH 5.6 5.2 
VASELINE 19.4 17.6 | © 2h 
J ROUGH CUT 2.5 2.3 
FITCH 15.3 14.0 ; M 
VITALIS 9.5 7.5 
KREML 1.200 74 ? CIGARS * 
. WHITE OWL 15.8% ? 
SHAMPOOS PHILLIES 13.0 ; 
SS KING EDWARD 12.0 
DRENE 22.8% 18.9% EL RO! TAN 10.3 
HALO 13.5 17.3 TAMPA 6.1 
FITCH 19.4 147 : 
LUSTRE CREME 3.5 6.1 tk Not surveyed that year 
COCONUT OiL 6.2 5.7 ee) ek 1949 first time surveyed 


For the complete 1945-1949 report, available only to National Advertisers and their Agencies, write or call. . . 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 
on their authorized advertising representatives 
OSBORN, SCOLARO, MEEKER & SCOTT 
New York + Philadelphia + Chicago + Detroit 


GEORGE D. CLOSE, INC., San Francisco and Los Angeles 


The GRIT NEWS SECTION briefs national and international events for 
news of general and specific interest to GRIT readers. This news is 
gathered and prepared by direct field correspendents of GRIT, 
together with complete Wire Dispatch and Wire Photo Services. GRIT 
has, in addition, a huge library of more than 300,000 photographs. 


The GRIT FAMILY SECTION dramatizes the Miracle of America with 


stories of American heritages, opportunities, successes, first principles 
of Democracy at work, the big and little factors that make and 
keep our country great. 


The famous GRIT WOMEN’S SECTION is noted for its food pages, 


often quoted as among the finest published. Its pattern sales have 


GRIT has an important place and purpose in TRUE Small Town America ! 


For more than sixty years GRIT has been providing a complete family publication directed to True Small 
Town Families, exclusively. It is edited with first-hand knowledge and deep understanding of tastes and 
preferences of True Small Town folks...in news-interest, editorial and entertainment features. Today, 
as always, it is the purpose of GRIT to inform, entertain and instruct every member of the family. 


gone as high as 480,000. There are special departments for 
‘teen agers, parents, up-to-the-minute fashions, movie and radio news 
of spotlight personalities. 


The GRIT COMIC SECTION is all comics, all top-favorites: Prince 
Valiant, Flash Gordon, Jungle Jim, Out Our Way, The Lone Ranger, 
Mandrake the Magician, Blondie, Dixie Dugan, Joe Palooka, Colonel 
Potterby, Donald Duck, Jack and Judy in Bibleland. 


The GRIT STORY SECTION presents profusely illustrated works of 
best-selling authors: Ben Ames Williams, Clarence Budington Kelland, 
Kathleen Norris, Sax Rohmer, Helen Topping Miller, Arthur Henry 
Gooden, Paul Ellerbe, Fulton Oursler, and others. 
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These pages are published by GRIT to illustrate for you the extent of 
their Annual Reader Survey. 1947 and 1948 figures are given on a limited 
number of the brands reported. Complete 1949 figures are now being 
tabulated, showing full lists of all brands mentioned in a five-year comparison. 


(Percentages of GRIT families buying, 
planning to buy or owning the following products) 


GROCERY PRODUCTS 


1947 = 1948 
BABY FOODS 
GERBER 32.5% 31.5% 
CLAPP’S 31.7 20.5 
HEINZ 16.8 19.6 
BEECHNUT 5.0 4.6 
LIBBY 4.7 3.6 
BAKING POWDERS 
CALUMET 45.2% 45.7% 
CLABBER GIRL 18.1 18.9 
DAVIS 6.6 7.5 
RUMFORD 7.7 7.2 
HEARTH CLUB 6.7 7.0 
PREPARED 
CAKE MIX kk okk 
PREPARED 
HOT ROLL MIX ze kk 
COFFEE 
MAXWELL HOUSE 23.8% 21.5% 
EIGHT O'CLOCK 8.4 9.0 
FOLGER 8.3 8.7 
CHASE & SANBORN 7.2 6.8 
BOSCUL 4.6 5.7 
TEA 
LIPTON 41.5% 44.0% 
CHASE & SANBORN 
TENDERLEAF 14.7 12.7 
SALADA 9.2 9.4 
TETLEY 6.9 6.5 
BOSCUL 4.8 3.7 
MARGARINE 
NUCOA 15.9% 13.7% 
PARKAY 13.9 12.9 
NU-MAID 7.1 12.5 
ALL-SWEET 13.1 10.2 
BLUE BONNET 10.4 8.5 
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1947 
HOT CEREALS 
QUAKER OATS 20.4% 
MOTHER'S OATS 13.9 


CREAM OF WHEAT 15.9 
OATMEAL 14.0 
(No Brand Mentioned) 


oTta 


ea 
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RALSTON 5.8 
COLD CEREALS 
CORN FLAKES 12.3% 12.5% 
(No Brand Mentioned) 
WHEATIES 11.0 8§=©10.8 
KELLOGG'S 
CORN FLAKES 7.7 8.5 
SHREDDED WHEAT 8.2 8.0 
CHEERIOS 6.4 7.0 
CANNED MEATS 
ARMOUR 14.9% 21.5% 
SPAM 19.0 20.1 
LIBBY 8.0 7.8 
TREET 2.2 6.8 
SWIFT 8.9 6.7 
CANNED MILK ke kk 
TABLE SYRUP 
KARO 54.5% 54.4% 
LOG CABIN 5.3 7.6 
KING 4.4 4.8 
STALEY (SWEETOSE) 8.0 4.7 
MAPLE 2.5 3.1 
DOG FOOD 
GAINES 17.2% 23.0% 
KELLOGG'S 
GRO-PUP 11.6 8.6 
PARD 10.9 8.6 
RED HEART 9.9 8.3 
PURINA 6.8 7.0 
CAKE FLOUR 
SWANSDOWN 56.4% 55.3% 
SOFTASILK 13.3 15.5 
PILLSBURY 9.4 9.9 
SNO-SHEEN 5.3 4.3 
GOLD MEDAL 5.5 3.5 
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ae 


1947 
PANCAKE FLOUR 
AUNT JEMIMA 54.9% 
PILLSBURY 18.1 
SUNNYFIELD 3.0 
FAMO 2.8 
BALLARD 1.4 
SACK FLOUR 
GOLD MEDAL 23.9% 
PILLSBURY 19.7 
ROBIN HOOD 4.0 
OCCIDENT 2.6 
BALLARD 2.4 
SHORTENING 
CRISCO 39.2% 
SPRY 18.5 
LARD 9.3 
HOME MADE 6.7 
JEW” 6.3 


LAUNDRY BLEACH 


CLOROX 52.3% 
PUREX 11.9 
HI-LEX 4.1 
ROMAN CLEANSER 3.4 
BLU- WHITE 2.8 

LAUNDRY STARCH 
ARGO 40.9% 
FAULTLESS 18.0 
LINIT 16.0 
STALEY 9.1 
ELASTIC 5.6 

TOILET 

BOWL CLEANERS x 
SANI-FLUSH 
DRANO 


OLD DUTCH CLEANSER 
BAB-O 
BOWLENE 


23.6% 


34.5% 

22.0 
99 
4.8 
4.2 


52.9% 

12.6 
4.1 
3.4 
1.8 


39.8% 

18.2 

15.4 
7.2 
5.3 


41.8% 

10.6 

10.5 
6.3 
4.0 


wy 
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1947 = 1948 
SOAP... BATH 
LIFEBUOY 26.8% 22.9% 
IVORY 17.2 18.7 
LUX 16.1 18.2 
CAMAY 7.5 13.3 
PALMOLIVE 14.2 9.3 


SOAP... FACE AND HANDS 


LUX 24.8% 24.1% 
IVORY 13.7 18.6 
CAMAY 12.7 18.0 
PALMOLIVE 21.2 12.0 
SWEETHEART 8.4 7.4 
SOAP... DISHES 
IVORY SOAP 23.5% 22.1% 
DREFT 16.1 19.7 
DUZ 12.6 10.4 
RINSO 8.0 7.8 
OXYDOL 5.0 5.8 
SOAP... HOME LAUNDRY 
RINSO 18.5% 23.3% 
OXYDOL 15.8 20.7 
DUZ 20.0 20.1 
FELS 10.7 10.7 
SUPER SUDS 6.6 6.6 
TABLE SALT kk kk 
SIZE OF GRIT FAMILIES 
PERSONS 4.8 4.8 


AGES OF MEMBERS OF FAMILIES 


per 1,000 families 


CHILDREN UNDER 4 406 406 
CHILDREN 4 TO 12 954 954 
CHILDREN 12 TO 18 784 784 
ADULTS 18 TO 35 1,307 1,307 
ADULTS OVER 35 1,374 1,374 


NUMBER OF PERSONS 


READING GRIT 


MEN * 1.57 
WOMEN * 1.48 
CHILDREN UNDER 18 & 2.20 


¥%& Not surveyed thot year 


*% 1949 first time surveyed 


For the complete 1945-1949 report, available only to National Advertisers and their Agencies, write or call... 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 
authorized 


advertising representatives 
OSBORN, SCOLARO, MEEKER & SCOTT 
New York + Philadelphia + Chicago + Detroit 


GEORGE D. CLOSE, INC., San Francisco and Los Angeles 


or 


GRIT HAS THE LARGEST CONCENTRATION OF U. S. TRUE SMALL TOWN CIRCULATION OF ANY NATIONAL PUBLICATION 


62% of GRIT circulation is in TRUE Small Towns of less than 1,000 population. 
In such towns there are no daily papers, practically no news-stands ... and magazine subscription crews cannot operate 
profitably. GRIT gets its concentrated circulation in these TRUE Small Towns through its expensive system of selling 
by boys. That is why, in the national field, of all national publications, GRIT alone has its biggest sales in such towns. 


Some are TRUE Small Towns and 
Villages completely isolated from 
Metropolitan influence. (12% of 
the total U.S. City and Town 
Market.) 


GRIT has an average ABC circulation of more than 600,000 weekly (2,996,492 readers), 
84% of which is single-copy sales at 10c each; the balance subscription sales at $3.50 per year. 


GRIT circulation is concentrated here...................+++++--nof here. 
AND GRIT IS BIGGER IN THIS FIELD THAN ANY NATIONAL URBAN OR FARM MAGAZINE! 
... with 2,996,492 readers weekly. Proof of this is to be found in the 


GRIT Progressive Study of Magazine Readership, which the GRIT repre- 
sentative will be glad to show you. 


In a recent survey, each family in several Suburban Small Towns and 
several TRUE Small Towns was asked what publications they read, and 


were required to show such publications. 


Some are Suburban Small Towns 
adjacent to larger cities, and com- 
pletely Metropolitan in character. 


In the Suburban Small Towns results showed Urban National Magazines 
had plenty of readers... whereas GRIT had very few. 


But in TRUE Small Towns, readership of National Magazines dwindled ...and 
the number of GRIT reading families was in excess of any National Urban 


or Farm Magazine. 


SEE NEXT PAGE... 
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These pages are published by GRIT to illustrate for you the extent of Fi 
their Annual Reader Survey. 1947 and 1948 figures are given on a limited He 
number of the brands reported. Complete 1949 figures are now being N 
tabulated, showing full lists of all brands mentioned in a five-year comparison. whe 
i seas 
(Percentages of GRIT fomilies buying, 1947 1948 1947 1948 1947 1948 “R 
eee) ... aa * @y)| HOME Gp) | PRESSURE COOKERS qa “ 
P HOME APPLIANCES BEE : ] | : 
RDM dd EE | COAL OR WOOD 64.3% FOOD FREEZERS x PRESTO 46.1% 46.9% -” 
1947 = 1948 GAS Te | MIRROMATIC 50 || 5.9 = 
COOKING RANGES KEROSENE & GASOLINE — 16.0 = et BURPEE 7.3 (54 = 
q Ol 2.3 FRIGIDAIRE 4.2 KOOK QUICK 4.5 3.3 : me 
PERFECTION 4.3% 4.7% ELECTRIC 0.3 COLDSPOT 3.6 MONTGOMERY Ren 
MAGIC CHEF 3.4 3.0 WESTINGHOUSE 3.0 | 4 WARD 4.8 3.2 4 ‘ile 
MAJESTIC 22 8627 
MONTGOMERY 4 HOT WATER ! REFRIGERATORS ree 
heey _ ~~ HEATERS * - FRIGIDAIRE 16.0% 18.1% | MISCELLANEOUS cane 
SEARS, ROEBUCK 1.9.2.7 had ' : : 
q Q)) ceetiarcme a7" 42" 1M) | worn cuoTues xx xe | a 
HEATING STOVES VACUUM CLEANERS * WESTINGHOUSE 8.0 7.4 = 
WARM MORNING 5.7% 5.7% HOOVER 17.9% ? orb “04 es Y NEW HOMES ... ? one 
ESTATE HEATROLA 5.84.1 7 ELECTROLUX 12.0 . WASHING MACHINES a || plan to build kk ke 6 a 
MONTGOMERY Fagg ster) PREMIER * 8.4 MAYTAG 20.0% 31.3% fi  — citec 
. . EUREKA 8.0 EASY 79 «67 Stix 
SEARS, ROMUCK «1.8 18 9 tie oacu ‘ao 9 KENMORE 70 66 9 HUNTING LICENSES y “7 
' RADIOS NM SPEED-QUEEN so 0CU47 le bought ak Ok OT rs 
i — saan aurm, |p| ELECTRIC IRONS | fesne ceases 9 tne 
a, oR WOOD ee 9 ZENITH 10.4 21.1 7 GENERAL ELECTRIC 25.4% ra : bought kk kk , -; 
KEROSENE & GASOLINE 18.1 . RCA 9.8 8.7 ‘ Me ayy _ or 6.0 pron 
ELECTRIC 16.2 SILVERTONE 10.2 7.5 a) SUNBEAM 5.6 5.7 ¥%& Not surveyed that yeor for 1 
MISC. KINDS 1.2 (O)| General ELECTRIC 48 © 05.7 UNIVERSAL 58 5.3 $1949 first time surveyed initis 
For the complete 1945-1949 report, available only to National Advertisers and their Agencies, write or call . . . > 
GRIT PUBLISHING CO., WILLIAMSPORT, PA. — 
on thetr authorized advertising representatives tysbu 
OSBORN, SCOLARO, MEEKER & SCOTT oa 
New York + Philadelphia + Chicago + Detroit on th 
GEORGE D. CLOSE, INC., San Francisco and Los Angeles ae 
: 
eet i 
opene 
openi 
e Cie 
There is a Marketing Weakness in Urban National Publications went 
after 
In 
“lhe AVELAGE Urban National Publication GRIT IS BIGGER THAN ANY NATIONAL URBAN OR Lothr 
(including Weeklies, Women’s, Sunday Supplements) FARM PUBLICATION IN THE TRUE SMALL TOWN 
'  MARKET...with 2,996,492 readers weekly. 
PUT 
UTS 3 big Urban Weeklies provide an average National City 
and Town coverage of just over 13%... but in towns 
under 1,000 population, an average of only slightly more 
than 7% or just a little better than ’% the coverage 
delivered into other markets. 
copies per 100 families 
in all markets except one 5 big Women’s Magazines provide an average National 
City and Town coverage of a little over 12%... but in 
towns under 1,000 population, an average of only slightly 
BUT ONLY more than 7%, or just a little better than Y2 the coverage 
delivered into other markets. 
2 Sunday Supplements provide an average National City 
and Town coverage of just over 32%... but in towns 
: on der 1,000 population, an average of only slightly 
100 famil a -e , 
— — ne . less than 18% or just a little better than 2 the coverage 
in towns under 1,000 population , ‘ 
delivered into other markets. 
(these figures are based on the latest ABC reports) 
: a When you consider the coverage of Urban National Publications in 
GRIT belongs on every National Advertising Schedule because TRUE Small Towns, you flad it is even lees » . . os @ great pert of 
GRIT reaches deep into TRUE Small Town America, where big- circulation reported as going to towns under 1,000 population goes 
circulation publications fail to penetrate. to Suburban Small Towns. 


between a TRUE Small Town 
uburb; | 


eda Z ies Pt Aide a sel a Ce ee - a ee eee Pare "Ze 
is Bots Ke a oo é d - = a iiaie th ee ae ad ee ee oe ae ere ay “ e 8 Dave cat ve. | 
‘ee = a oi Rein ag “ cere ee as gle Te are 5, ls hk to eae bers. oe galt eee rare ay ee ha Sones nae’ 3h eee + " 
eae pews ; bye et 5 + wee = x i 6 eer = > Ma gate oe ge | eee te ee Meee es! et ils Peet bef = f ioe me A 
Ti es a re ~~ : ae a Ee: esi man ‘ eis en = if Bt Vp SS ao bo 
rye ig oe a «eels mat: — poe eae 6 ae a al By aaa SRR a eee Cea ell ne i, te a en. 7 Rie ys ik ae ee Bere 6? ie. s 
i i Oe. i | es ee. : ea is f ie i, 
ae ise _ : Bie SET ire mort. 5 ne - : ee : 
ee —— : ’ . . 
a) Be : < 
“Lig 
7. 
% ‘ 
a a 
i 
a 
Je 
ees 
tN 
a 
el 
oe, 
ea 
Mies 
“ 
oon 
ec otial 
aa ae . 
Di chk 
laid, 
oe 
aie 
“ae 
Leas 
a 
wis 
[hee 
ae ‘ 
fit" 9 
- hs | 
aa 
a 
4 
car 
ag 
me 
aa 
ae 
i 
soe 
ae 
ia 
— . 
a 
: 
yy = 
oe ie 
ane 
A 
ae 
ee 
he 
od 
, “ry 
i 
vag 
aoe 
tgs 
eres 
pee: 
Fee 
sks 
eee 
2) 
ee: 
rigs 
pes 
— 
a 
ne 
oe 
5. © 
se 
id 
“SR 
Ef. 
-£ 
ae 
tie } avi 
: \ND 
a : ) AND 
ia : ‘ “ iy Wht on Nee Fe. ie eae oiiea, | (sae ae Sic =e NM 
4 f Ree ar ee ee ke Bb a jeremiah 2 Wie oa va 
aa a a ae eres ie Se eo eg Ser ee a! ee Oe ee Sed eae A re 
és calles cs Ol Mat oe Ot i oe ag eee. Aaa SN Tok Wage rs are Ree Moores, 2 ey 
ps geass aCe RABE AMR © gle Fe nis a eng Wee a ie areas 2 : ao ite oe eae port 
a! Ee ae 9 ame 5 3 i es A alan eae There — ad 
apy ph Wee ee eo al Se er ‘ ed — = ion ee ee, eat > S$ a aiffe — a grap 
5) Mpegs rans A 5 ees AT, were peace: - , =) ore 
ee eae iaeee own ! eae “ax 4 - 7 y x ea 7 
re SOE eres ee = B mT . eee A oe sees 
ss Greatest Family Weekly— SAM) VS ae > as ae 
od saul y : y eas . 4 > Fz my - “BP: oe : , 
; with over , aaa sedate Bhan ie ns (CREA TEAT ea rt SR G . 
a eo : rae : ‘pie - - * ‘ ee 
ia ae se at eae io 2 . My: i ae y 2) es : gh Mees wie a sie w 
ss a oe pee Pa ae gp ee pet: PE ae ie a re Sat ee eg oo ; co, al Cree). wheres aes ee 
ee Yee pe in ome ee eer grs Ee peels cas NA a eal Pee ee, ce ae RT Oe eee NE 
: a fe al Ws et Pee arlte pe Ae a ee poe eat Satta ino . jet eee Lies ~ 5 Pas 
aie Si RE eee eer Aa err CL emt cha, Seen a ce Ges 4 : ae ES : Ro: ; ‘ i 
bay ? a : : y « ‘ r : " : 
seta: . = bal r * 
4 ne ; ‘ i \ ) Aa A De i Le Ee: tn aS (CS inate Hora itis ape gab apt A Cv ig Ram a Ne ac ea ey eg ee See ea sah it al Sat eae ig Rana Sees aa 
ese ‘ wei E jy nest: See TS teS Wane CI, Ss POOL: See iin 22 EEE EE L/S REY SOR Re veh Tigh SNE LEE Lc SURE OLSEN) eR Bie Nema eet oh Sa yk le ata ase Sia he TR a Ee OO a ee TOE 


ae: 


Advertising Age, September 12, 1949 


Roberts, Johnson 
Finds ‘Howdy Doody’ 
Has Huge Following 


New YorkK—“Howdy Doody,” 
who is sold out solid for the fall 
season, made a big hit with his 
newest sponsor, Roberts, Johnson 
& Rand, on his first broadcast for 
Poll Parrot shoes. 

The manufacturer arranged a 
giveaway promotion for its debut 
on the show Aug. 24. Boys and 
girls were invited to visit their 
Poll Parrot dealers for a free 
“Howdy” photo album. Within 24 
hours so many of them followed 
“Howdy’s” suggestion that Frank 
Freund, general manager of Rob- 
erts, Johnson, put in a hasty order 
for an additional 75,000 albums, 
feeling that the initial supply of 
100,000 would be inadequate. 

Even 175,000 might not last very 
long at the rate orders were com- 
ing in, Mr. Freund reported. 

To back up his contention he 
cited reports from such stores as 
Stix, Baer & Fuller, St. Louis, 
which dispensed 200 albums the 
first day, and Pam’s, Clayton, Mo., 
which had 14 album minded child- 
ren in the store 30 minutes after 
the offer was telecast. 

J. L. Hudson Co., Detroit, had 
not planned to participate in the 
promotion, but put in a rush order 
for 1,000 albums the day after the 
initial show. 


s Gimbel’s in Philadelphia gave 
200 albums away the first day and 
took the names of 200 others after 
the supply was exhausted. A Get- 
tysburg, Pa., dealer began receiv- 
ing requests for the giveaway a 
few hours after it was announced 
on the air. 

Surmark’s Juvenile Shoe Store, 
New York, reported a block-long 
line of children waiting outside to 
get in the store when the doors 
opened Thursday following the 
opening show. James McCreery & 
Co., New York, said its traffic 
was heavy with small fry the day 
after. the telecast. 

In Washington, Woodward & 
Lothrop reported a “fine response” 


IN YOUR 
ADE SHOW EXHIBITS 


SALES MEETINGS 


© CUSTOM BUILT FOR YOU 
® COMPLETELY SELF-CONTAINED 
» NO PACKING CASES 
» NO TOOLS REQUIRED 


“AVE WEIGHT, SHIPPING COSTS, 
\ND INITIAL EXPENSE. SET UP 
AND DISMANTLE YOUR EXHIBIT 
N MINUTES INSTEAD OF HOURS. , 


A request will bring a 
Portfolio of photo- 
graphs and information. 


SPLAYS CORPORATION 


ENNINGS AND DENISON 


CLEVELAND 9, OHIO 


and Lansburgh Department Store 
ordered an additional 400 albums. 

Mr. Freund’s “reaction memo” 
to salesmen on the program 
pointed out that the company 
should benefit, even in non-TV 
areas, for having got into the 
medium early. 

Henri, Hurst & McDonald is the 
agency for Roberts, Johnson & 
Rand, a division of International 
Shoe Co. 

Other sponsors for the NBC 
puppet show (a Martin Stone pro- 
duction) are Unique Art Mfg. Co. 
(Grant Advertising); Mars Inc. 
(Grant), and Colgate-Palmolive- 
Peet Co. (Ted Bates Inc.) 


Compton Agency Adds Two 


Orville Chase and John Hise 
have joined Compton Advertising, 


New York. Mr. Chase, formerly 
with N. W. Ayer & Son, Philadel- 
phia, will be on the account execu- 
tive staff. Mr. Hise, previously 
with American Home Foods, joins 
the merchandising department. 


Roher Leaves ‘R.N.’ Post 


Melvin Roher has resigned as 
an advertising representative of 
R.N. to form his own publishers’ 
representative business. Walter A. 
Peterson Jr. has been named to 
succeed Mr. Roher. Mr. Peterson 
will make his headquarters in the 
New York sales office. 


Appoints Peggy Jiler 

Peggy Jiler, formerly on the 
editorial staff of the Sunday Post, 
Bridgeport, Conn., has been named 
director of public relations of the 
American Physical Therapy As- 
sociation, New York. 
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“More than 70% 
Own their own homes” 


+ .'the town (Fort Wayne) is full of small plants 
manufacturing high-precision tools sold all over 
the world . . . more than 70% of the citizens own 
their own homes". . . (‘America’s Happiest Town" 
—LOOK Magazine, Aug. 30, 1949). 


Home Coverage: 99% of City Zone plus 43% 
of Retail Truding Area 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO... . NEW YORK... CHICAGO. . . DETROIT 


SEATTLE 


** No (sob) KJR ” 


KJR doesn’t reach everybody! 


But KJR does blanket the rich western Washington market, 
where 1,321,100 radio listeners enjoy one of the world’s 
richest-per-capita incomes. 


Best of all, KJR’s 5000 watts at 950 kc. cover the import- 
ant area that any 50,000 watts would reach (check your 
BMB). 


And “the beauty of it is”—it costs YOU so much LESS! 
Talk with AVERY-KNODEL, Inc., about K JR! 


for Western Washington...An Affiliate of the 
American Broadcasting Company 
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Make a quality product. 


Constantly strive to maintain or improve that quality. 
Price it at its true value. 

Make it readily available. 

Advertise truthfully and in good taste. 


Advertise consistently. 


Advertise to the right people. 


Eastman Kodak Company 
Mennen Company 
Parker Pen Company, The 
Remington Rand, Inc. 
Colgate-Palmolive-Peet Company 
Lambert Company, The (Pro-phy-lac-tic 
Brush Company) 
Stanley Works, The 
Williams Co., The J. B. 
Florsheim Shoe Company, The 
General Mills, Inc. 
Goodyear Tire & Rubber Company, The 
Radio Corporation of America 
American Safety Razor Corporation 
Cadillac Motor “ar Division, 
General Motors Corporation 
General Foods Corporation 
Goodrich some 4 The B. F. 
Nash-Kelvinator Corporation 
Oldsmobile Division, 
General Motors Corporation 
Packard Motor Car Co. 
Elgin National Watch Company 
Prudential Insurance Company of 
America, The 
Quaker Oats Company, The 
Socony-Vacuum Oil pany, Inc. 


United States Playing Card Company, The 46 


EE 


Cluett, Peabody & Co., Inc. 

Swift & Company 

Union Carbide and Carbon Corporation 

Bristol-Myers Company 

Stein & Company, A. 

American Home Products Corporation 

Dixon Crucible Co., Joseph 

General Electric Company 

Hart, Schaffner & Marx 

Chrysler Sales Corp 

Hartford Fire Insurance Company and 
Hartford Accident and Indemnity 
Company and Hartford Live 
Stock Insurance Company 

Mallory Hat Division, The John B. 
Stetson Company, Inc. 

Minneapolis-Honeywell Regulator 
Company 

Stewart-Warner Corporation 

United States Rubber Company 

Campbell Soup Company 

Firestone Tire & Rubber Co., The 

Heinz Company, H. J. 

Hudson Motor Car Co. 

Krementz & Co. 

Olin Industries, Inc. 

Santa Fe Railway 

Whitman & Son Inc., Stephen F. 


LT 


American Chain & Cable Company, Inc. 

du Pont de Nemours & Company, 
incorporated, E. |. 

Lorillard Co., P. 

Pratt & Lambert, Inc. 

United States Time Corporation, The 

Webster Company, F. S. 

Westclox, Division of General Time 
Instruments Corporation 

American Telephone & Telegraph 
Company 

Gillette Safety Razor Company 

Gruen Watch Company 

National Lead Company 

Waterman Co., L. E 

Willys-Overland Motors. Inc. 


Barrett Division, The Allied Chemical & . 


Dye Corporation 
Bauer & Black, Division of 

The Kendall Company 
Buick Motor Division, 

General Motors Corporation 
Champion Spark Plug Company 
Duofold Inc 
Ford Motor Company 
Hammermil!| Paper Company 
Hotpoint, Inc., Subsidiary of 

General Electric Company 
Merriam Company, G. & C. 
Pontiac Motor Division, 

General Motors Corporation 
Texas Company, The 
Westinghouse Electric Company 
White Motor Company, The 
American Radiator & Standard 

Sanitary Corporation 
American Thermos Bottle Company 
Libby. McNeill & Libby 
Reynolds Tobacco Company, R. J. 
Studeba’er Corporation. The 
Union Pacific Railroad Company 
Yale & Towne Mfg. Co. : 
American Tobacco Company, The 
Carter’s Ink Company, The 
Chicago, Burlington & 

Quincy Railroad Co. 

Cudahy Packing Company, The 
Kuppenheimer & Co., Inc., B. 
Lambert Company, The 

(Lambert Pharmacal Co.) 

Lever Brothers Company 


California Fruit Growers Exchange 
Liggett & Myers Tobacco Co. 
Sunbeam Corporation 

Timken Roller Bearing Company, Th: 
Willard Sterage Battery Co. 


Delco-F 
Gene 
Esterbr 
Kaiser- 
Kelly-S 
New Y 
Reo Mc 
Scholl 
Sherwi 
Smith ¢ 
Americ. 
Armour 
Armstre 
Demuth 
Electric 
General 
Great } 
Hamil tc 
Hoover 
Interwo 
Outboar 
Pioneer 
Royal T 
Thomas 
United | 
Burroug 
Chicago 
Pacif 
Eagle P 
Larus & 
Lever B 
(Peps 
Nationa 
Philco C 
Stokely- 
Tide Wa 
Western 
AC Spar 
Gener 
Evershar 
Paramou 
Southerr 
Underwo 
Warren | 


Atlas Ur 
Californi 
Coca-Col 
Cream of 
Electric 
General | 
(Ansco 
Hires Co 
Munsingy 
Pittsburg 
Robbins | 
Society £ 
American 
Borden C 
Brunswicl 
Chevrolet 
Genera 
Hotels St 
2aIMmMons 
quibb & 
/nderwoo 
oungstov 
Mullins 
ll Year 
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most successful advertisers 


and services. 


T was not through accident that the. outstanding companies listed on these pages 
achieved fame and fortune. Without exception, they have all followed the basic 
principles listed on the left. 


Principle No. 7 explains why these successful firms have spent so many years advertising 
their wares in The Saturday Evening Post. 


Over the years, the important millions — America’s most alert, progressive families — 
continue to think of the Post as the first place to look for all the new and better products 


And, over the years, American Industry continues to place more of its advertising linage 
in the Post than in any other magazine. 
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Delco-Remy Division, 

General Motors Corporation 
Esterbrook Pen Company 
Kaiser-Frazer Corporation 
Kelly-Springfield Tire Company, The 
New York Central System 
Reo Motors, Inc. 
Scholl Mfg. Co., Inc., The 
Sherwin-Williams Co. 
Smith & Corona Typewriters, Inc., L. C. 
American Lead Pencil Company 
Armour and Company 
Armstrong Cork Company 33 
Demuth & Compzny, Inc., Wm. 33 
Dodge Brothers Corporation 33 
Electric Storage Battery Company, The 33 
General Tire & Rubber Company, The 33 
Great Northern Railway Company 33 


Hamilton Watch Company 33 
Hoover Company, The 33 
Interwoven Stocking Company 33 
Outboard Marine & Mfg. Co. 33 
Pioneer Suspender Company 33 
Royal Typewriter Company, Inc. 33 
Thomas A. Edison Incorporated 33 
United States Steel Corporation 33 


Burroughs Adding Machine Corporation 32 
Chicago, Milwaukee, St. Paul & 


Pacific Railroad 32 
Eagle Pencil Company 32 
Larus & Brothers Co., Inc. 32 


Lever Brothers Company 

(Pepsodent Division) 32 
National Biscuit Company & Subsidiaries 32 
Philco Corporation 32 


Stokely-Van Camp, Inc. 32 
Tide Water Associated Oi! Company 32 
Western Electric Company 32 
AC Spark Plug Division, 

General Motors Corporation 31 
Eversharp, Inc 31 
Paramount Pictures 31 
Southern Pacific Company 31 
Underwood Company, William 31 
Warren Company, S. D. 31 

a 
Atlas Underwear Co 30 
California Packing Corporation 30 
Coca-Cola Company 30 
Cream of Wheat Corporation, The 30 
Electric Auto-Lite Company, The 30 
General Aniline & Film Corporation 

(Ansco Division) 30 
Hires Company, Charles E. 30 
Munsingwear, Inc 30 
Pittsburgh Plate Glass Company 30 
Robbins & Myers, Incorporated 30 
Society Brand Clothes, Inc. 30 
American Stove Company, The 29 
Borden Company, The 29 


Brunswick-Balke-Collender Company, The 29 
Chevrolet Motor Division, 

General Motors Corporation 29 
Hotels Statler Co., Inc. 29 
simmons Company 29 
>quibb & Sons, E. R. 29 
Inderwood Corporation 29 
oungstown Kitchen Division, 

Mullins Manufacturing Corporation 29 


\tt-Year Club of Southern California 28 
srmco Steel Corporation 28 
isher Body Division, 

General Motors Corporation 28 
‘ood Rubber Company, Division of 

The B. F. Goodrich Company 28 


Kohler Company 
Kraft Foods Company, Division of 


National Dairy Products Corporation 


Metropolitan Life Insurance Company 
Pennsylvania Rubber Company 
Quaker State Oi! Refining Corporation 
Seairight Company, Inc. 
Swank, Inc 
Beech-Nut Packing Co. 
Burnham and Morrill Company 
Californians, Inc. 
Caterpillar Tractor Co. 
Clicquot Club Co. 
Crosley, Division of 
Avco Manufacturing Corp. 
Glidden Company, The 
GMC Truck & Coach Division, 
General Motors Corporation 
Hat Corporation of America 
Landers, Frary & Clark 
Pennsylvania Railroad Company, The 
Pillsbury Mills, Inc. 
Shaler Company, The 
Simoniz Company, The 
Bendix Aviation Corporation 
Clark Grave Vault Co., The 
Commonwealth Shoe & Leather Co. 
General Motors Corporation 
Goodall Fabrics, Inc. 
Insurance Company of North America 
International Harvester Company 
Johnson & Johnson 
Parker Rust-Proof Company 


Pennsylvania Grade Crude Oi! Association 


Pennzoil Co., The 
Perfect Circle Corp. 
Phoenix Hosiery Company 


Premier Vacuum Cleaner Sales, Division 


of General Electric Company 
Rutland Fire Clay Company 
Seiberling Rubber Company 
Standard Brands Inc 
Wander Company, The 
Welch Grape Juice Company, The 


LT 


Bird & Son 
Florists’ Telegraph Delivery 
International 
McKesson & Robbins, Inc. 
Nunn-Bush Shoe Company 
Polk Miller Products Corporation 
Ronson Art Metal Works, Inc. 
Stetson Company, Inc., The John B. 
Warner-Patterson Company 
Black & Decker Mfg. Co., The 
Brown Shoe Company 
Cutler-Hammer, Inc. 
Ethy! Corporation 
Frigidaire Division, 
Genera! Motors Corporation 
Iron Fireman Manufacturing Co. 
Jantzen Knitting Mills 
Kellogg Company 
National Battery Company, 
Gouid Commercial Division 
Servel, Inc 
Timken-Detroit Axle Company, The 
Travelers Insurance Company, The 
Belden Mfg. Company 
Chesebrough Manufacturing Company 
Coleman Company, Inc., The 
Disston & Sons, Inc., Henry 
Hastings Manufacturing Company 
Kaufmann Bros. & Bondy, Inc. 
(The Kaywoodie Company) 


No. of 

Years 

McGraw Electric Company 23 
Raybestos, Division of 

Raybestos-Manhattan, Inc. 23 


Rexall Drug Company 

Sheaffer Pen Co.. W. A. 23 
Stromberg-Carlson Company 23 
Talon, Inc. 23 
Taylor Instrument Companies 23 
Warner Brothers Pictures, Inc. 23 
American Optical Company 22 
Clipper Belt Lacer Company 


International Nickel Company. Inc., The 22 
Kendall Refining Company 22 
Kroehler Mfa. Company 22 
Lee Rubber & Tire Corporation 22 
Luden’s, Inc. 22 
McQuay-Norris Mfg. Co. 22 
Norwich Pharmacal Company, The 22 
0-Cedar Corporation 22 
Penn Mutual Life Insurance 

Company, The 22 


Phillips-Jones Corp. 22 
Plymouth Division, Chrysler Corp. 22 
Sun-Maid Raisin Growers of California 22 


Aluminum Company of America 21 
Brown & Williamson Tobacco Corp. 21 
Bulova Watch Co. 21 
Cheney Brothers 21 
De Soto Motor Corporation 21 
Fairbanks-Morse & Co. 21 
Florence Stove Company 21 
Greyhound Lines 21 
Hickok Mfg. Co.. Inc. 21 
Lincoln Division, Ford Motor Company 21 
Noblitt-Sparks Industries, Inc. 21 
Purolator Products, Inc. 21 
Ray-0-Vac Company 21 
Real Silk Hosiery Mills, Inc. 21 
Renal Shoe Co. 21 
Schrader’s Son, A.. Division of Scovill 
Manufacturing Company 21 
Spalding & Bros. Inc.. A. G. 21 
United Motors Service, Inc. 21 
Wilson Brothers 21 
Young, Inc.. W. F. 21 
— LT 


Bostitch. Inc. 20 
Canada Dry Ginger Ale. Incorporated 20 
Canadian National Railways 20 
Corn Products Sales Company 20 
Dictograph Products Co.. Inc. 20 
Elliott Addressing Machine Co.. The 20 
Frank & Co., Inc., S. M. 20 


General Shoe Corporation 20 
Hygienic Products Co., The 20 
Lovell Mfa. Co. 20 
Mutual Life Insurance Company 

of New York. The 20 
Parke, Davis & Co. 20 
Sinclair Refining Company 20 
Sylvania Electric Products, Inc. 20 
Telechron, Inc. 20 
Waltham Watch Company, The 20 
American Chicle Co. 19 
American Express Company 19 
Budd Company. The 19 
Buxton, Inc. 19 
Corning Glass Works 19 
Freeman Shoe Corporation 19 
Gabriel Company, The 19 
Hormel & Co.. Geo. A. 19 
International Shoe Company. Inc. 19 
Middishade Co.. Inc., The 19 
Nicholson File Company 19 
Norge, Division of Borg-Warner 

Corporation 19 


No. of 

Years 
Pyroil Company 19 
Sterling Drug, Inc. 19 
United States Gypsum Company 19 
Wagner Electric Corporation 19 
Wildroot Co., Inc. 19 
Wolf’s Head Oil Refining Co., Inc. 19 
Zenith Radio Corporation 19 
American Hard Rubber Company 18 
Amity Leather Products Company 18 
Celotex Corporation, The 18 
Continental Oil Company 18 
Douglas Shoe Co., W. L. 18 
Hamilton Beach Company, Division of 

Scovill Manufacturing Company 18 
Morris & Co. Ltd., Inc., Philip 18 
New Departure Division, 

Genera! Motors Corporation 18 
Planters Nut and Chocolate Company 18 
Schalk Chemical Company 18 
Schick Incorporated 18 
Sunshine Biscuit Company 18 
Vick Chemical Company 18 
Zonite Products Corporation 18 
American Hair & Felt Company 17 
Ayer & Son, Inc., N. W. 17 
Baldwin Piano Company, The 17 
Best Foods Inc., The 17 
Carnation Co 17 
Chris-Craft Corporation 17 
Diamond T Motor Car Company 17 
Easy Washing Machine Corp. 17 
Eversharp, Inc. 

(Shaving Instrument Division) 17 
Farber, Inc., S. W 17 
Glover Company, H. B. 17 
Heublein & Brother, Inc., G. F. 17 
John Hancock Mutual Life Insurance 

Company 17 
Libby-Owens-Ford Glass Company 17 
National Board of Fire Underwriters 17 
New England Mutual Life Insurance 

Company of Boston 17 
Noma Electric Corporation 17 
Pullman Company, The 17 
Thor Corporation 17 
United Air Lines, Inc. 17 
Wayne Pump Company, The 17 
American Airlines, Inc. 16 
Bankers Life Company 16 
Canadian Pacific Railway Co. 16 
Coopers, Inc 16 
Dennison Mfg. Company 16 
Detroit Vapor Stove Company, Division 

of Borg-Warner Corporation 16 
Emerson Electric Mfg. Co., The 16 
Gulf Oi! Corporation 16 
Life Savers Corp. 16 
Loew’s Inc 16 
Manning, Maxwell & Moore. Inc. 16 
Masonite Corporation 16 
Morrell & Co., John 16 
Murine Company, The 16 
National Life Insurance Company of 

Vermont 16 
New Haven Clock & Watch Co. 16 
Northwestern Mutual Life Insurance 

Company, The : 16 
Scripto Manufacturing Company 16 
Sealed Power Corporation 16 
Shaw-Box Crane & Hoist, Division of 

Manning, Maxwel! & Moore, Inc. 16 
Sparks-Withington Co., The 16 
Wilson & Company Inc. 16 
Wiss & Sons Co., J 16 

a —— 
Alligator Company, The 15 


display their wares in the Post 


No. of 

Years 
Botany Mills, Inc 15 
California Prune and Apricot 

Growers Association 15 
Chrysler Corporation 15 
Devoe & Raynolds Company, Inc. 15 
Geier Company, The P. A. 15 
International Cellucotton Products 

Company 15 
Ontario Department of Travel & 

Publicity 15 
Owens-I!linois Glass Company 15 
Sanforized 15 
Semler, Inc., R. B. 15 
Shell Oi! Company, Incorporated 15 
Superba Cravats 15 
Truval Manufacturers, Inc., Division of 

Publix Shirt Corporation 15 
American Gas Association 14 
Association of American Railroads 14 
Block Drug Company 14 
Burgess Battery Company 14 
Carey Mfg. Co., Philip 14 
Carrier Corporation 14 
Chicago, Rock Island & Pacific Railway 14 
Ditto, Inc. 14 
Liberty Mutual Insurance Company 14 
Linkman & Co., Inc., M. 14 
Longines-Wittnauer Watch Co. 14 
Millers Falls Company 14 
Murdoch, Reid, Division of Consolidated 

Grocers Corporation 1 
Silex Company, The 14 
Woodstock Typewriter Co. 14 
Bryant Heater Company 13 
Central Manufacturers’ Mutual 

Insurance Company, The 13 
Coolerator Company, The 13 
Eagle Knitting Mills, Inc. 13 
Fels & Company 13 
Jacobson & Sons, Inc., F. 13 
Lincoln National Life Insurance 

Company, The 13 
Minnesota Mining & Mfg. Co. 13 
Minnesota Valley Canning Co. 13 
Piumb, Inc., Fayette R. 13 
Railway Express Agency Ipc. 13 
Schult Corporation 13 
Textron, Inc 13 
U. S. Industrial Chemicals, Inc. 13 
Walker Manufacturing Company of 

Wisconsin 13 
Weyenberg Shoe Mfg. Co. 13 
Acushnet Process Sales Co. 12 
Bell & Howell Company 12 
Bowes ‘‘Seal-Fast’’ Corporation 12 
Chase Brass & Copper Co., Incorporated 12 
Cory Corporation 12 
Dayton Rubber Company, The 12 
Eaton Manufacturing Company 12 
E-Z Mills, Inc. 12 
Guide Lamp Division, 

General Motors Corporation 12 
National Association of Ice Industries 12 
National Pressure Cooker Company 12 
New Mexico Tourist Bureau 12 
Proctor Electric Company 12 
Sealy, Inc 12 
Sikes Company Inc., The 12 
Tappan Stove Company, The 12 
Tek-Hughes, Inc 12 
United Artists Corporation 12 
Anderson Company, The 11 
Bendix Home Appliances, Inc. 11 
Casite Corporation, The 11 
Chamberlain Company of America 11 
Coffee Advertising Council 11 
Continental Briar Pipe Co., Inc. 11 
Croton Watch Company, Inc 11 
De Beers Consolidated Mines, Ltd. 

and Associated Companies ll 
Electro-Motive Division, 

General Motors Corporation 11 
Emerson Radio and Phonograph 

Corporation 11 
Emery Industries, Inc 11 
Fram Corporation 11 
Great Atlantic & Pacific Tea Co. 11 
Kaufmann Bros. & Bondy. Inc ll 
MacMillan Petroleum Corp 11 
Magnavox Company, The 11 
State Farm Insurance Companies 11 
Story & Clark Piano Company ll 
Transconti,.ental & Western Air, Inc. 11 
White Company, David 11 
Winarick Inc., Arthur 11 


a 
Allis-Chalmers Manufacturing Company 10 


Barbasol Company, The 10 
Chap Stick Company 10 
Crane Company 10 
Dow Chemical Company, The 10 
Fruehauf Trailer Company 10 
Industrial Gloves Co 10 
Motorola, Inc 10 
Nachman Corporation 10 
National Gypsum Company 10 
New York Life Insurance Company 10 
Oregon State Highway Commission 10 


Owens-Corning Fibergias Corporation 10 
Pan American World Airways System 10 
Revere Copper and Brass, Incorporated 10 


Richardson Co., Thos. D 10 
Shulton, Inc 10 
Union Pharmaceutical Co., Inc. 10 
U. S. Army Recruiting Service 10 
Victor Adding Machine Company 10 
York Corporation 10 


This list is limited to advertisers appearing in The Saturday Evening Post ten or more years and spending a minimum of $10,000 during 1948 or $5,000 during the first six months of 1949. 
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WFTC Appoints Page 

William S. Page, formerly news 
editor of WKNS, Kinston, N. C., 
has been appointed manager of 
WFTC, Kinston, succeeding James 
Ww. Campbell, who has joined the 
sales staff of WLOW, Norfolk, Va. 


Swanson Named V. P. 

Bror W. Swanson, formerly sales 
engineer of Hanson Whitney Ma- 
chine Co., Hartford, has been 
named vice-president and sales 
manager of National Thread Gage 
Co., Hartford. 


Form Sales Promotion Concern 

G. Richard Ford and Bronson 
H. Davis have formed a sales pro- 
motion concern, Ford-Davis Co., 
with offices at 24 Wall St., Nor- 
walk, Conn. 


QUALITY...SPEED. 


aN 


7%e AMERICAN LABEL CO. 


- ECONOMY 


4, Winois 


CBS Plans TV Color 
Test in Washington 
Starting Sept. 26 


WaASHINGTON—Columbia Broad- 
casting System, complying with 
the Federal Communciations Com- 
mission’s request for further tests 
on its color television system, will 
conduct a series of experimental 
telecasts over WOIC, starting about 
Sept. 26. 

Plans for the tests were revealed 
last week in a letter from Frank 
Stanton, Columbia president, to 
Paul A. Walker, acting commis- 
sion chairman. 

Mr. Stanton said locations for 
the 30 receivers—some receiving 
color, others black and white from 
color signals—will be decided up- 
on after consultation with the FCC 
staff. 

Air King Products Co., Astatic 
Corp., Birtman Electric Co. and 
Teletone Radio Co. sets will be 
used in the demonstrations. Cam- 
era equipment will be that es- 


ENGRAVING 


TRADITIONS OF 


Francisco 
Goya 


(1746-1828) 


-- - dramatic 


The great Spanish master, Goya, captured in etchings on 
copper, a dramatic intensity of feeling seldom equaled in 
that medium. His early life was intense and varied and he 
was forced, at 19, to flee from Saragosa to Madrid after a 
violent street scuffle. Later, as a court painter, his portrait 
work reveals him as a cynical onlooker of the decadent world 


about him. “Los Capriochos” ( cirea 1797) expose, in a series 


of aquatints, the vices of a degraded society with savage 


satire. The detail is from a plate of this series, “The Wind- 


blowing Demons,” 


owned by the Art Institute of Chicago. 


The dramatic element in advertising art is one of its 
notable ingredients. lt makes the greatest demands on 


modern photoengraving to capture and reproduce this 
essential in printing plates. Jahn and Ollier have long 
realized that only the most perfected craftsmanship is 


able to truly interpret the varied moods and necessities 


of modern advertising into fine printing plates. That is 
why J&O has successfully reproduced the printing 
plates for some of the most dramatic and attention-get- 


ting advertisements found in today’s publications. 


Jahn « Ollier 


ENGRAVING 


COMPANY 


817 West Washington Boulevard, Chicago 7, Illinois 


Makers of fine photoengravings for letterpress printing 


pecially constructed for CBS by 
Smith, Kline & French Labora- 
tories. 

Color programs will be sched- 
uled so as not to interfere with 
the regular telecasts of WOIC, the 
Bamberger Broadcasting Co.’s sta- 
tion and Columbia’s Washington 
outlet. 


TELETONE TV COLOR 
CONVERTER READY 


New YorK—If the FCC gives 
CBS the go ahead on its color tele- 
vision system, Teletone Radio 
Corp. can go into immediate mass 
production of a color TV converter 
to retail for under $100, S. W. 
Gross, president of the company, 
said last week. 

Mr. Gross said a pilot model of 
the converter, which will enable 
present set owners to receive 
black-and-white and color tele- 
casts, has been produced and prep- 
arations have been made for mass 
production. 

Teletone also has developed a 
receiver—which could be made for 
“only slightly more than present 
sets now on the market’—to re- 
ceive both color and black-and- 
white pictures, he added. 

“Our new adapter, which will 
be demonstrated at FCC tests in 
Washington, will be effectively op- 
erated on all our lines of televi- 
sion sets, including those made 
nearly two years ago,” Mr. Gross 
said. 


Newest Dispenser: 
American Safety 
Razor’s Whiz-Pak 


New YorK—American Safety 
Razor Corp., Brooklyn, manufac- 
turer of Silver Star duridium 
blades, has announced a new Whiz- 
Pak dispenser, a device which 
feeds one unwrapped blade by a 
slight thumb motion. 

The promotion campaign will 
use two-page, full-page and l,- 
000-line ads during October, No- 
vember and December in 123 
newspapers and the following 
magazines: The American Weekly, 
Argosy, Collier’s, Esquire, Field & 
Stream, Life, Look, Outdoor Life, 
Parade, The Saturday Evening 
Post, Sport, Sports Afield, This 
Week Magazine and True. Ruth- 
rauff & Ryan is the agency. 

The new Whiz-Pak, which re- 
tails for 49¢, adds another dis- 
penser pack to those already on 
the market. Earlier this year Pal 
and Personna blades came out 
with a Zipak dispenser. Gillette 
made a splash with its Dispenser 
Pack over a year ago. And Ameri- 
can Safety Razor brought out a 
Push-Pak for its Gem blades last 


February. 


Pioneer of the manually dis- 
pensed blade, however, was Schick 
Inc. Back in the middle ’30s, the 
company designed a special pack 
of blades to be sold with its Schick 
Injector (now Eversharp-Schick) 
razor. 


Lever Starts Premium 
Copy for Lux, Lifebuoy 

Lever Bros. Co. launched a pre- 
mium campaign last week for Lux 
flakes and Lifebuoy, offering a 
$1.25 value in tulip bulbs for 25¢ 
with one Lux flakes box top, and 
a $1.75 value bath brush for 50¢ 
with two Lifebuoy box fronts. 

The campaign, starting in the 
Sept. 12 Life, also will use space 
in The American Weekly, Parade 
and This Week Magazine, as well 
as support from Lever’s radio 
shows, “Lux Radio Theater” and 
“Big Town.” J. Walter Thompson 
Co. is the agency for Lux, and Sul- 
livan, Stauffer, Colwell & Bayles 
handles Lifebuoy. 


Opens Own PR Offices 


Dale O’Brien, formerly director 
of public relations and advertising 
for Encyclopaedia Britannica Inc., 
has established his own public re- 
lations counseling concern in Chi- 
cago with offices at 221 N. LaSalle 


St. 


Appoints Cory Snow Agency | Fowler to Simon & Smith 


Cory Snow Inc., Boston, has| Fowler Mfg. Co., Portland, Ore., 
been appointed to handle the ad-| maker of electric water heaters, 
vertising of Modern Materials! has named Simon & Smith, Port- 
Handling, Boston. land, to handle its advertising. 


"Wine a $15.00 salon permanent ora $2.00 home wave, © 
_ you can GET IT UP and KEEP IT UP with KLEEN-STIK, the 

_ moistureless, self-sticking adhesive. The same is true of food ” 
fod eae Ma Sigitee: tert prock® 


WRITE TODAY FOR FREE SAMPLES AND IDEAS 
KLEEN-STIK PRODUCTS, Inc. 
- 2611 S. Indiana Ave. Chicago 16, Ill oa 


_—Kleen-Stik is available through your own oe ame 
VON OF VO RITTER) 


4 Setien * 
Pr 1f-3 
ENSTIK. Sin: 


Percentages of Families Buying 
Frozen Fruits and Vegetables 
by Income Groups 


CHICAGO TRIBUNE CONSUMER PANEL 
May-June, 1949 


49.1% 35.3% 53.1% 59.3% 
All Under $3,000 $3,000-5,000 Over $5,000 
Families a year a year a year 


WHO BUYS HOW MUCH?— Which income groups are the best purchasers © 
frozen foods, canned soup, breakfast cereals, soaps and cleansers and 46 othe 
food classifications? Answers to these and many other questions important it 
planning merchandising and selling operations in Chicago are available throug! 
the bi-monthly reports of the Chicago Tribune Consumer Panel, a scientificall) 
constructed sample of metropolitan Chicago which reflects an up-to-date pic 
ture of this market's buying patterns. Bi-monthly reports on 50 food classifica 
tions and quarterly reports on 20 drug and toilet commodities enable advertis 
ers to plan and evaluate their campaigns here with maximum effectiveness anc 
economy. 


(Adv.) 
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Advertising Age, September 12, 1949 
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1949 


Consumer Analysis 


of the Spokane Market 


ae 


Here’s your guide to greater sales and profits in one of the West's 
most productive markets. Reliable—helpful—the 1949 Consumer Analysis 
of the Spokane Market will help you sell more consumer goods to the 
prosperous families of the big Spokane Market. 


Conducted by the Market Research Division of R. L. Polk & Company, 
through personal interviews among urban resident families, this study pro- 
vides valuble facts on the relative standing of branded products, store 
distribution, family buying habits and buying intentions. Individual sections 
cover foods and beverages, soaps and cleaners, drugs and toiletries, ap- 
pliances and general consumer goods. The 1949 Consumer Analysis will 
enable you to get a true perspective of trends because the study is com- 
parative and presents data for 1947 and 1948 as well as 1949. 


Whether you are now selling or plan to sell in the rich Spokane 
Market—you need this helpful guide which provides live consumer statistics 
you can use for months to come. Address your request to the General 
Advertising Division so that a copy may be reserved for you. Do it now, 
while the idea is fresh in your mind. 


Combined Daily 
CIRCULATION 


Now Over 


81.84% UN-duplicated — 


Reserve your copy 
of the 1949 Spokane 
Market Consumer 


Analysis now! 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. 
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In an area accounting for 
43% of total U. 8. sales. 


The effectiveness of any advertisement is its “power-to-pull”. 
To get this power it must reach families that buy. In 391 
counties in the First 3 Markets area 43% of the total U. S. 
retail sales are made. FIRST 3 MARKETS GROUP deliver 487% j 


average family coverage in this area. Your best buy is First 3. 
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BREWERY ENTERTAINS—Agency and advertiser got together when Sicks Century 

Brewery, Seattle, was host at a buffet lunch for members of the Advertising & Sales 

Club of Seattle. Left to right are Fred Marinacci and James R. Miller, account 

executives of Western Agency Inc., which handles the account, and Tom Sheehan, 
advertising manager of the brewery. 
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ELEVATORS 


RISING TO OCCASION—Prize winning window-display in. Stone-Tarlow’s ‘‘Eleva- 
tors’ competition was turned out by the display manager of Krupp & Tuffly, 
Houston, Tex., shoe store using actual elevator theme. 
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PY \MID—In @ campaign using 48 newspapers from coast to coast, General Foods 
&m loys this unusual pyramided package ad for its LaFrance bluing. The small 
rial-type copy block at the lower left offers weekend holiday hints and plugs 
LaFrance and Satina. The drive, continuing through the remainder of the year, 

will include 26 insertions ranging from 1,440 to 1,800 lines. 


TITLE HOLDER—A close look at this stack 
reveals film starlet M’liss McClure, who 
won the Miss Heavenly Peach title in 
a contest held by workers in the Fuller- 
ton plant of Hunt Foods, Los Angeles. 
The contest, held annually, celebrates 
the beginning of the peach canning sea- 
son. 


REFRESHING PAUSE—Edgar Bergen (in light suit) and Felix 
Coste (in dark jacket); vice-president of Coca-Cola Co., look 
over some photographs while relaxing between meetings on Mr. 
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‘HAPPIEST FAMILY GIFT’—That’s the promise Shwayder Bros., 
Denver and Detroit, will make in this color spread in Collier's 
two weeks before Christmas, os part of its biggest fall and 
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Mind you, Pineapple ¥unegar tent mew with 
Mara But x: many prophe are metching to 
popmediy: 7 cg beeaga cy tnge by pagg 

you the secret of it» sippy. senty favor. Hare @ is. 


ot hamburger 
Axd just think, you get all that wonderful Ire: 
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Buy wisely / Buy for flavor! Buy 


Del Movie 


TOMATO CATSUP 


- the brand that puts Mavor first 


FLAVOR SECRET—California Packing Corp.’s new campaign for Del Monte tomato 

catsup, which breaks with this four-color page in the Sept. 24 Saturday Evening i4 

Post, tells consumers that pineapple vinegar is the ‘‘secret’’ of the product's flavor. | 
This ad also will appear in the Oct. 11 issue of Look. {{ 


53.) 


Bergen’s fall show which starts on CBS Oct. 2. Others: Paul 
Louis, D’Arcy Advertising Co.; Hubbell Robinson, CBS v. p.; Jess 
Oppenheimer, producer; John Tiogo, D’Arcy; and Bill Brennan, CBS. 


winter campaigns for luggage and folding furniture. Grey Ad- 
vertising Agency, New York, handles the account. (Story on Page 
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~ More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


i. , REE QUARTERS OFA MILLION , 


%* A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend-o- 
crats are 44% better prospects for swimming 
equipment and accessories than non-sportsmen. 
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wom cnoo* WASHINGTON—Department store 
at ce’ nee sales for the week ended Aug. 27 
orf! net s 
gh it reas. OO were only 1% under dollar volume 
a ma for the same period last year. 
aus 9 we very vA After two months in which re- 
» sire ' eon ge tail sales volume fell farther and 


farther behind last year’s record 
level, the present upturn suggests 
the possibility of a better fall 
business than many department 


UNION RUBBER & ASBESTOS CO 


an TRENTON, WN. 
BEST~TEST MAKES PASTING A PLEASURE 


The Exclusive 
BEACON JOURNAL | 


It takes local newspaper coverage 
to sell this rich $813,450,000.00 
market and the ONLY local daily 
and Sunday newspaper having 
complete coverage of this market 
is The Akron Beacon Journal. 


There is no sub- 
stitute for the 
pulling power of 


If you are interested in selling 
Akron, and you should be, why not 
follow the successful practice of local newspaper 
Akron merchants. They know how advertising. 

to get results . . . that’s why they e 
concentrate their selling efforts in 

Akron‘s greatest selling medium. 


AKRON BEACON JOURNAL 


_ JOHN S. KNIGHT, PUBLISHER gi 
REPRESENTED NATIONALLY BY: STORY, BROOKS G _ FINLEY 
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Do You Know? 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 
Progressive is only as far away as 


your telephone! 


WABASH 2-1204 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Federal Reserve Figures on Department Store Sales 


store executives and buyers had 
anticipated. 

Largest gains were in New Eng- 
land and parts of New York, 
where summer sales were far be- 
low those of last year. Greatest 
declines, on the other hand, are 
found in southwestern and West 
Coast areas reporting to the Fed- 
eral Reserve Board. 


as compared to 315 for July last 
year. 

Durable goods stores reported 
that July sales volume was about 
the same as that for June, ’49, al- 
though dollar volume was off 
slightly in non-durable goods out- 
lets, with largest declines in the 
apparel categories. 


% Change from 1948 

Mo. Wk. Ending 

Federal Reserve of 
District and City 

UNITED STATES ........ 
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Week to Aug. 27, '49*p251 
Week to Aug. 20, '49*p252 
Week to Aug. 28, ’48*..254 
Week to Aug. 21, ’48*..271 
Month of July, ’49......p280 
Month of July, ’48........ 311 


pPreliminary. 


Minneapolis district figures for 
the past two weeks should be used 
with caution, since they are based 
on a reduced sample. Work stop- 
pages in several stores in the area 
are responsible. 

July chain store and mail order 
sales are estimated at $2,111,000,- 
000 by the Department of Com- 
merce, about 1% below June vol- 
ume. The department’s seasonally 
adjusted index of chain store and 
mail order sales for July was 298, 


Boston District +24 *Not adjusted seasonally. 
New Haven ...... me +27 
"Fs +23 J 
Springfield ................. +16 — 
PEOVIGORCE  ...000.2000000002 +37 

New York District +7 —13 +3 
Newark +8 on +9 —i 
Buffalo ...... +3 Nashville ........... —l4 —| 
New York +7| Chieage District ~ res +5 
Rochester +11 SII» cancuscqrenentichnsmnce 4 +5 
Syracuse +11 Indianapolis ................ —o +5 

Philadelphia District .. —13 —s —3 SII .. sndiiiddamnsectbscqmesseus —12 +2 
Philadelphia ................ —13 —o9 —5 Milwaukee .................. —10 +1 

Cleveland District ..... —16 —14 —38/ St. Louis District ........ —12 rete —! 
Akron. ............ —4 —14 —9 Little Rock  ............ —12 —17 —4 
Cincinnati .... —16 —l4 —Il Louisville  .............. —12 —3 +5 
Cleveland .......cccccccsceee —16 —10 +4 i TEED cutsdaunmatecaseesen —14 —o9 —i 
RED cctchecesisccceet —14 —16 —7 | ES —8 +6 —9 
0 —13 9 +6| Minneapolis District . —I4 **—3 **0 
Pittsburgh " —16 —6 Minneapolis . - r+l +5 

Richmond District ..... —3 r—2 —1 St. Paul ° ° 
Washington .......... +9 +1 +4 Duluth-Superior won r—4 +1 
ae —13 —7 —7!| Kansas City District . —1I1! — —7 

Atlanta District ............ —10 -—5F —4 ED’ sesndsmadyientiasinies —12 —12 —I4 
Birmingham ............... —13 —16 bd er —l1 —7 —9 
RS 6 0 —27 Kansas City ................ —14 —6 — 


Cheery wunes, echoing from the 
merry go’round . . . a spinning fer- 
ris wheel... crowds of people mill- 
ing over the grounds in the warm 
sunshine. “Agricultural Hall’s” 
impressive displays: dividends of a 
goodly harvest .. . Prize winning 
cakes ... Blue ribbons everywhere 
. .. amid the exhibits of the finest 
grains, fruits, vegetables, livestock 
and poultry ... and at night the 
thrills and fun of the Grandstand 
and Midway shows! It’s the heart- 
warming HUMAN INTEREST 
picture of a genuinely American, 
Harvest Festival ...a vital part 
of American life since Colonial 
Days. Rivalling in popularity each 
week of the year, in the rich, vast 
farm and rural town market of 
Iowa, Nebraska, Kansas, Missouri 
and Colorado is the eagerly awaited 
arrival of Capper’s Weekly by its 


J : 


AS 
GENUINELY 


hundreds of thousands of readers. 
Every issue, a “festival” of News 
. . » Current Events... Fiction 
... Poetry ... Cartoons and Hu- 
mor ... Patterns . . . Homemak- 
ing Aids and scores of other spe- 
cial features. The genuinely Amer- 
ican appeal of Capper’s Weekly 
stems from its unique styie of 
HUMAN INTEREST editorial 
technique. This is why . . . Sales 
and Adv. Managers are saying... 
“Put Capper’s Weekly on that list 
. .. pulls like a HARVEST FES- 
TIVAL ... because IT MAKES 
THE SALE!” 


YOUR COPY IS READY 


Write today for “Facts About 
Capper’s Weekly Families.” This 
valuable fact filled, market book 
will show you how you can use 
Capper’s Weekly as the perfect 
test medium in this rich mid- 
western area. 


AMERICAN 


Capper Publications, Inc. 


VENUE | 


912 KANSAS Al 
TOPEKA , KANSAS 


Adve 


SWDEX (1935-39 = 100) 


*Data rn 


CH 
distric 
Associ 
showe 
compa 

Grez 
in the 
Oklahe 
the 16 
three ' 
ada. 

The 
depend 
a $1 bi 
ue dur 
invent 
billion 
Christr 


divisior 
supervi 
Sales of 
televisi 


—s. 


aS ee a a ae eee a E> ae ee ee as, ee a a: 
oe eo Sai ee are Pe ee Sud ies : = fas pS aie ole ee ed ae aa ere tS eee ls isk Toye eee : 
a a ee ee ie fe ee a ee oe ee ee eee ee 
oe 40 ee — 
i geoteeeeee, Te ee | DEPARTMENT STORE 
: i - IMG LELL A é g EZ : | 1938-39 EQUALS 100 
a | , : 
4 | : 
a; | Be 
i: 
—_— i i 
ee 
. 
: ; | 
| SALE: 
; durin 
ee ree ZON E eee oe 
2: ee Ea ON ewer Tea Sen : A i. ne chee: this y 
‘i _ s i eh ae - 
He jot oF: va 
; .) ees a Ps. | 
" rs ic es Ho. ~ = dais 
I dl rr ae 
— BR in | oi 
; ? Sep, Dallas 
| k Oy / ‘ Dall 
One i. = fx~/ ‘* . Fort 
te v a Hou: 
~~ San 
; ge. San F: 
. sa. Oaki 
> a 
_ Pe y a re 
bee | Port 
. YW Salt 
| 4 ( Seat 
; = rRevise 
. Zz as qa — 
is if YY A ; x ‘ **Figur 
- ~~ x iy r 
, Cs % A ! | 4 2 \7 | Sool VOLU 
: | Zt WA, Soa j GOL 
Z 45 Segie te: : ‘ei f if 7 = oS. 
ye ee ‘Se id i Neeser 
g LN ees AR. WES 
, TG gees SOs GN TY ae, WA OD 
: . * aie Oe ae —— lO 
ie 
; ‘a al Ht GZS Meck 
_ ree ib Sam 
, mM vs ' S S . ¢ pe 
=\\\\ ~~ a feck 
r / s\n Nae Ind., } 
| So WA of the 
| SEK 
a 2 
| ZF 
3 me 
| — —) A 
> ese a Ot fr 
= = ae i 
> N 
| . es RS A 
. Pas = ; 
7 es a 
avic =< 
, | Se 
: > z ,@e@e7neneeeneee e H rs F 
- ‘ee ne y Fasi 
. _ as = 8 ion i 
| —_ hy — 2 re 
=  - 4 Bee 
ee ———— = lir s of 
—— ae ——— = fy ™ linery 
e —— m7 Zz 
3 3 | | | pean EE PU aT URES Rare tea See ag Se Bee ae aed a 


ie 


wr 


TTT 


- 


r 


rer rwewy : = 


WANA 


AAA 


a 


Advertising Age, September 12, 1949 


July and August Retail Sales, 1946-49 
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Tests in the South Bend market always produce results. 
Here you get definite and accurate product information. 


This market is self-contained. The people who live here, 4 
buy here — not elsewhere. Their buying is guided by 


one newspaper — and only one — The South Bend Trib- 
une. Want all the facts that make the South Bend market 


famous as “Test Town, U.S. A.”? Write for free market 


data book which tells the whole story. 
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SALES MAKE COMEBACK—The strong improvement in department store buying 
during the last two weeks of August, 1949, suggests a reversal of the steady down- 
ward buying trend recorded this summer. Dates at the top of the graph are for 
this year. Index figures on the chart refer to corresponding weeks in the years in- 
dicated. Since July 4 and Labor Day do not always fall in the same relative weeks 
each year, the weeks corresponding to July 2 and Aug. 27 are not directly com- 


— Tribune | 


& FINLEY, INC. * NATIONAL 


ete Soulh end 


SOUTH BEND, 
IND. 


REPRESENTATIVES 


STORY, BROOKS 


parable. 
Be I iienminiieniiies —16 —10 —3 
Oklahoma City ww. —ll —8 +1 
SE -coticcoene —14 —15 —Ill 
Dallas District —10 — —10 
SEE sncinniiinasie —12 —13 —9 
Fort Worth .................. —5 ros —6 
0 Ee —12 —10 
San Antonio ................. 4 —l1 —14 
San Francisco District —is8 r—2 —I12 
Los Angeles Area ...... —17 —2 —15 
0” = —l1 +2 —7 
San Francisco ............ —8 +1 —6 
ee ee ee —17 —13 —10 
Salt Lake City ........... —8 —3 —9 
I See oer 2 —5 —14 
rRevised. 


*Data not available. 
**Figure based on reduced sample owing 
to work stoppages in certain stores. 


JULY VARIETY STORE 
VOLUME OFF FROM ‘48 

Cuicaco—Only three of the nine 
districts reporting to the National 
Association of Variety Stores 
showed sales gains in July as 
compared to July of last year. 

Greatest gain was a 6% increase 
in the Texas-Louisiana-Arkansas- 
Oklahoma area. Greatest loss was 
the 16% decline reported by the 
three West Coast states and Nev- 
ada. 

The association, composed of in- 
dependent variety stores, reported 
a $1 billion drop in inventory val- 
ue during June, which brings total 
inventory valuation to about $4 
billion below the peak reached last 
Christmas. 


Meck Appoints Harper 

Sam M. Harper, television and 
radio sales executive of John 
Meck Industries Inc., Plymouth, 
Ind., has been named director 
of the company’s special products 
division. His duties will include 
supervision of development and 
sales of contract and private label 
television items. 
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T'S FOR CHICAGO—Fall Milli- 
’ Fashions Week was launched in 
cago September 5 with a five-page 
ion in the Chicago Tribune. With a 
it page in full color (shown above), 
section contained more than 7,500 
s of advertising from retailers of 
linery and accessories. 
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... Lhe California without the 


illion ollar alley ofthe ces 


OU’RE in for a disappointment, too, if you plan your 

California coverage without the Billion Dollar Valley 
of the Bees. For one thing, you'd miss a good share of 
California’s population. There are a half-million more 
people in the Valley than in either of the metropolitan 
markets of San Francisco or Oakland. And you'd miss the 
Valley $214 Billion in buying power, which is more, for 
example, than all of Connecticut’s.* 

Covering the Billion Dollar Valley is a job for strong 
local papers, because faraway Coast papers naturally 
have little appeal in inland California. You need The 
Sacramento Bee, The Modesto Bee and The Fresno Bee 
on your schedule. With those three McClatchy papers 
you reach far more valley people than with any other 
combination of papers. 


meet 
CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


* Sales Management's 1948 Copyrighted Survey 


c latchy ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
we THE FRESNO BEE 


National Representatives . . . O'Mara & Ormsbee, Inc. 
New York ° Les Angeles * Detroit * Chicago * Sen Francisco 
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397,925 


Retail Food Linage New York 
Metropolitan Newspapers 
First Seven Months 1949 

Source: Media Records 


165,425 157,487 153,141 


Journal- 2nd Eve. 3rd Eve. 4th Eve. Ist Morn. 2nd Morn. 3rd Morn. 4th Morn. 
American Paper Paper Paper Paper Paper Paper Paper 
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R six straight years the Journal- 

American has led all other New York 
metropolitan newspapers in retail food ad- 
vertising ... and the Journal-American is still 
gaining, showing the greatest increase of all 
papers for the first seven months of 1949. 

But Journal-American growth is not 
restricted to retail grocery advertising 
alone. The fact is, mare and more ad- 
vertisers, both retail and national, are now 
turning to this newspaper for hard-hitting 
sales influence in the home. 


eee 
CAN AMERICAN} AF 


EW YORK RETAIL 
ISING RUNS IN THE 4 
OF WHICH NEARLY 
URNAL-AMERICAN 


_ grocers, that pays off so handsomely for 


YOUR STORY STRIKES HOME IN THE 


A HEARST NEWSPAPER 
, NATIONALLY REPRESENTED ey — ae SERVICE 


-- 


There are many reasons for such a 
decided swing to the Journal-American 
and all of them point to sales success 
for advertisers. An evening circulation of 4 
700,000 families . . . virtually twice the | 
selling power of the second evening paper 


... top home influence in the world’s top 
home market. It is just such a combination 


of plus factors, so rewarding for retail 


all advertisers ... pays off where it counts, 
in increased sales from day to day. 
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Ad Council Starts 
New Safety Drive 


New YorkK—The Advertising 
Council began its fall campaign 
for safe driving Sept. 6 in daily 
and weekly newspapers through- 
‘out the country with ads of 1,000, 
, 600 and 100 lines. 
|, “Too many people have died 
jneedlessly this year in traffic ac- 
;cidents,” said Ned H. Dearborn, 
ipresident of the National Safety 
‘Council, as the campaign was re- 
jleased. “The appalling statistics 
on loss of life through accidents 
show that even though the mileage 
death rate is the lowest ever re- 
corded in the nation’s history, 16,- 
540 Americans have already been 
killed in traffic accidents that nev- 
er should have happened.” 

Young & Rubicam, Chicago, pre- 
pared the fall series under the di- 
rection of Robert Burton, vice- 
president. Free mats are available 
through the council. 


wm Wesley I. Nunn, advertising 
| manager, Standard Oil Co. of Indi- 


ae. a 7 7 
Wot a werld of 
difference a few 


miles do make! 


IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 
city hall. But the reading 
preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 
readers are definitely outside 
the “effective influence zone” 
of the Los Angeles dailies. 
The greatest Long Beach 
readership of any Los Angeles 
paper is only 14 per cent, 
and the Press-Telegram 
duplicates 60 per cent of 
that! Which again proves that 
in Long Beach the Press- 
Telegram is “The Paper 

the People Prefer!” 


Check the chart below 
for the full story! 


LONG BEACH PRESS-TELEGRAM 68 % 
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%- of Long Beach 
newspaper audience 


% duplicated by 
L. B. Press-Telegram 


(All figures 
by Publication 
Chicago, Iil., 


from impartial survey 
Research Service, 


OBVIOUSLY. in Long Beach. only the 
Press-Telegram can do the job alone! 


Long Beach, California 


gram 


tronally > 
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ana, is coordinator of the “Stop 
Accidents” campaign. 

“We know from experience that 
the accidental death rate drops 
in direct proportion to the amount 
of advertising support given the 
campaign through the council,” he 
pointed out. 

“During these fall months, when 
early darkness makes driving es- 
pecially hazardous, advertising 
help is urgently needed to remind 
motorists of the need for extra 
care while driving.” 


Petersen Joins FC&B 


J. Roy Petersen, formerly ad- 
vertising manager of Magna En- 
gineering Co., San Francisco, man- 
ufacturer of Shopsmith, has joined 
the San Francisco office of Foote, 
Cone & Belding as an account ex- 
ecutive. 


Ayres Opens Own Concern 


William A. Ayres, formerly 
managing editor of National 
Grange Monthly, has opened a 
publishers’ representative concern 
in the Russ Bldg., San Francisco. 


57,400 TV Sets in Washington 


The Washington Television Cir- 
culation Committee has estimated 
that 57,400 television sets were op- 
erating in Washington on Sept. 1, 
an increase of 1,700 sets over Aug. 
a 


Resumes National Ads 


Jud Whitehead Water Heater Co., 
Oakland, Cal., has announced re- 
sumption of a national advertis- 
ing program using magazines and 
business papers. Garfield & Guild, 
San Francisco, is the agency. 
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Altizer to National Lead 


Riner G. Altizer, formerly with 
Fred Wittner Advertising Agency 
and the Sperry Rail Service, has 
been appointed advertising man- 
ager of the Magnus Metal division, 
National Lead Co., New York. 


Wood Steel to Breth 


Wood Steel Products Co., Ke- 
waunee, Wis., has named R. C. 
Breth Inc., Green Bay, Wis., to 
handle the advertising of the 
Wood-Steel replaceable parts func- 
tional furniture. 


YOU WON’T BELIEVE YOUR EYES...WHEl! 
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Feltrok Appoints Donnell 


James E. Donnell, formerly sales 
manager in the industrial division 
of Airtex Corp., Chicago, has been 
named general sales manager of 
Feltrok Insulation Mfg. Co., Ta- 
coma, Wash. 


Sets Up New Division 


A. O. Smith Corp., Milwaukee, 
has established a separate division 
for the manufacture and distribu- 
tion of its glass-lined brewery 
storage tanks, under the direction 
of E. P. Strothman. 


Milwaukee Plans Art Show 


The Milwaukee Advertising Club 
and Graphic Arts Guild will spon- 
sor the city’s first art exhibition 
by the local graphic arts industry 
Oct. 7-30 at the Milwaukee Art 
Institute. 


Interstate Names Cooper 


Milton B. Cooper, formerly with 
Clawson & Bals, has been ap- 
pointed sales manager of Inter- 
state Mfg. Corp., Chicago, manu- 
facturer of safety truck and pas- 
senger car mirrors. 


Nielsen Co. Issues 
First Pacific Coast 
Radio Audience List 


Cuicaco—A. C. Nielsen Co. has 
issued the first of its new monthly 
Pacific Coast Nielsen-Rating re- 
ports covering radio listenership 
and trends for the entire Pacific 
time zone. 

First published report in the 
series covers the month of May 


and is based on a sample repre- 
sentative of urban, small-town 
and farm homes, both with and 
without telephones. 

The new listing, similar in all 
respects to the National Nielsen- 
Ratings, shows the “Adventures 
of Sam Spade” in the top spot 
among evening once-a-week 
shows, followed by “The Whistler” 
and Lorillard’s “Original Amateur 
Hour.” 

Advance data shows the top ten 
evening programs (once-a-week 


The South's Best-Loved Magazine Becomes The 
South's Best-Looking Magazine 


It's going to be hard to believe what you see when the new January 
Holland's reaches your desk. What you'll see is going to please you— 
just as it is the more than a half million Holland's readers. You, like they, 
will be delighted with this modern new version of an old Southern favorite 
... With its new size, new format, new typography, new color quality, new 
paper stock, new editorial zest. With the coming of the new year, the 
best-loved magazine in the South is going to become the best-looking, 
best-read magazine in Southern homes. 


™~ 
“~ 
~ 


~ NEW SIZE! The new Holland's will be easier-handling, easier to read 


—and its new 7” x 10%” type page size in 3 columns will be easier 
for advertisers to use without expensive plate changes! 


NEW FORMAT! From one brand new cover to the other, Holland's 
is going to get a revamping that will make it a lot more attractive—a 
lot easier to read—and a lot more valuable to advertisers! 


NEW COLOR QUALITY! Sparkling new color reproduction will 
give the new Holland's a fresh new look that will make readers sit up 
and take notice—that will give color ads the eye-appeal that they 
should have! 


NEW PAPER STOCK! The new presses that will print Holland's 
make it possible to use finer machine-coated paper stock than ever 
before—no popular magazine in the nation uses better stock than the 
new Holland's will boast! 


NEW EDITORIAL ZEST! New spice is being added to what's cook- 
ing in the editorial department of the new Holland's... new features 
...new writers ...a new editorial outlook on modern Southern living! 


|< | 
1D | 
|< | 


In fact, about all that Holland's is going to keep of its old self is its place in the hearts 
of more than half a million Southern families . .. its generations-old reputation as a 
magazine written in the South, for the South... its terrific selling power in the rich 
Southern market! 


The new HOLLAND'S is going to be a real eye-full—and when you see the January 
issue you're going to say ‘‘AYE,"’ too! 
Use the New HOLLAND'S to carry your sales message to the New South. 


Branch Offices: 122 East 42nd Street, New York 17 @ 333 North Michigan Avenue, Chicago | © 408 Forsyth 
Building, Atlanta 3. 
Ltd., Russ Bldg., San Francisco 4 © Halliburton Bidg., Los Angeles 14 © 618 Second Avenue, Seattle. 
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1523 Broad Street, Nashville 1. West Coast Representatives: Simpson-Reilly, 


™ 


1WOU SEE THE NEW 


lie 


THE MAGAZINE OF THE SOUTH 
DALLAS, TEXAS 


| 


shows) ranked as follows in June: 


Program Rating (%) 
1. Sam Spade 19.4 
2. The Whistler 17.8 
3. Original Amateur Hour 15.4 
4. Lux Radio Theater 14.1 
5. Horace Heidt 13.8 
6. Blondie 13.8 
7. Inner Sanctum 13.3 
8. King’s Men 12.9 
9. Theater Guild 12.9 
10. Mr. District Attorney 12.2 


Forms Jeld Sales Company 
Jeld Ltd., Burbank, Cal., maker 
of Jeld powder concentrate, has 
turned over all sales of the pro- 
duct to a new San Francisco sales 
company, with offices in the Bal- 
boa Bldg., which is planning na- 
tional distribution and a complete 
program of advertising and sales 
promotion. Richard Jorgensen Ad- 
vertising, San Francisco, has been 
named to handle the account. 


Hyre Electric to Hartman 

George H. Hartman Co., Chi- 
cago, has been retained to handle 
the advertising of Hyre Electric 
Co., Chicago, electrical construc- 
tion and engineering company. 
Business papers and newspapers 
will be used. 
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Tea Men Optimistic 
About Ad Campaign 


Wuite SuLPHUR SprINGs, W. VA. 
—The International Tea Market 
Expansion Board has recommended 
that “substantially increased funds 
‘should be made available to its 
|American [tea] bureau in order 
j that it can resume direct consumer 
jadvertising,” Gervas Huxley, or- 
iganizing director of the board, 
lsaid at the fourth annual con- 
'vention here of the Tea Associa- 
ition of the U. S. A. 

Between 1936 and 1941, Mr. 
Huxley said, the organization spent 
about $5,000,000 for advertising in 


the U. S. to promote the sale of 


tea. Since the war, because of the 
shortage both of world tea supplies 
and dollars, the board has been 
junable to carry forward its pre- 
war promotion campaign, Mr. 
Huxley said, “even though we 


agreed with you that consumer 


advertising must form the basis 
for expansion of American tea 
| consumption.” 


ws Today, however, he added, “We 
fare in a far stronger position to 
launch and conduct a successful 
‘campaign than we ever were in 
the past. Not only are the pro- 
ducers interested in the possibili- 
ties, but the governments of their 
'countries have a very special con- 
cern in such expansion, since it 
means earning more of the dollars 
|that are so vital to their econo- 
mies.” 

Sixteen advertising agencies 
|have made presentations to the 
| Tea Bureau (AA, Aug. 29), which 
has announced that it will resume 
|consumer advertising this fall. No 
| decision has been made with re- 
spect to the appointment of an 
|agency, but a selection is con- 
sidered likely in New York later 
)} this month. 


Enters U. S. Market 

| The British Bomac Machinery 

| Corp. plans to enter the U. S. mar- 
ket with a line of bookbinding de- 

| signed to reduce production costs, 
and has named Hambro Trading 
Co. of America, New York, to han- 
dle distribution in this country. 


( Advertisement) 


_ Newly Elected President 


ar 


Charles L. Gallo has been elected 
president of Air Express International 
Agency, Inc., and its wholly-owned 
subsidiary, Surface Freight Corpora- 
tion. . 

Mr. Gallo, who reads The Wall 
Street Journal regularly, says, “The 
Wall Street Journal has kept me up 
to date on business trends and devel- 
opments for more than ten years.” 

33,769 other company presidents in 
The Journal's daily reading audience 
of 233,123 find this publication’s lucid 
reporting on all phases of business, in- 
dustry and government a decided help 
in the execution of business duties and 
in the making of decisions. More and 
more companies are finding the audi- 
ence they want to reach with their ad- 
vertising is made up of men who are 
regular Journal readers. Your com- 
pany, too, will get more from its ad- 
vertising dollars by directing its sales 
messages to the influential market of 
daily readers of the Only National 
Business Daily. 


Field Buys Directory 


Patterson’s American Educa- 
cational Directory, which lists 
schools and educators, has been 
purchased by the educational di- 
vision of Field Enterprises Inc., 
Chicago. The directory was for- 
merly owned by Homer L. Patter- 
son and published in Chicago. 


To Promote ‘Safe-Tie’ 


Safe-Tie Co., Anderson, Ind., 
plans to market its Safe-Tie, a 
new device to prevent babies from 
smothering or falling out of their 


cribs, through department stores, 
infants’ wear shops and other re- 
tail outlets. W. K. Stilson, com- 
pany president, said the Sanfor- 
ized, diaperlike device is being in- 
troduced in key cities throughout 
the country. 


Bradshaw Sets Honey Drive 


R. D. Bradshaw & Sons, Wen- 
dell, Ida., honey marketer, will 
use trade and consumer publica- 
tions this fall to promote its Three 
Bears honey, through Pacific Na- 
tional Advertising Agency, Seattle. 


Panelyte Acquires Mill 


The Panelyte division of St. 
Regis Paper Co., New York, has 
acquired a paper coating mill at 
Kalamazoo, Mich., from Time Inc. 
and plans to convert it to pro- 
cuction of laminated plastics by 
* 1950, or shortly there- 
after. 


O'Donnell Joins R&R 

Robert M. O’Donnell, formerly 
with Fuller & Smith & Ross, has 
joined the executive staff of Ruth- 
rauff & Ryan, New York. 
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Three to Ritter & Sanford 


Ritter & Sanford, New York. has 
been named to direct the adver- 
tising of A. H. Bailey Co., New 
York, manufacturer of scuffs; Max 
Mandel Laces Inc., New York. and 
Brookdale Fabrics Inc., New York. 


London Records Names Burke 


Mrs. Jean Burke, formerly with 
Decca Records, has been named 
assistant to the general manager 
of London Records, New York, to 
work on an expanded advertising 
and public relations program. 


The best mani 


RARKH 
RKK KA 


*K Popular Mechanics — with over a million circulation and 
4,500,000 male readers = gives you a big man market 
and the best prospects for any man-bought product. 


© Sell the BEST man in every dozen 
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Aberfoyle Plans Campaign 


Aberfoyle Mfg. Co., Philadelphia 
producer of cotton and mercerized 
yarns, will promote two new prod- 
| ucts through a campaign sched- 
uled to kick off this September. 

The new items, Fiberfoyle (a cel- 
lulose fiber processed for the knit- 
ting industry) and Coldfire (a 
synthetic yarn died with high- 
visibility color dyes) will be pro- 
moted in textile journals and a list 
of consumer magazines, not yet 
selected. R. E. Lovekin Corp., Phil- 
adelphia, directs the account. 


TV Broadcasters 
Repeat: Video Not 
Harmful to Eyes 


New YorK—Television Broad- 
easters Association, aiming to 
“clear up a serious misconception 
that has unduly kept the benefits 
of television from many American 
homes,” has compiled a series of 
quotations of opthalmologists who 
say TV is not harmful to the eyes. 


The industry answer to the eye- 
strain rumormongers is included 
in a phamplet just published by 
TBA’s information research com- 
mittee. 

A typical comment came from 
Dr. Franklin M. Foote, executive 
director of the National Society 
for the Prevention of Blindness, 
who said: 

“Television cannot cause eye 
injury. In some cases a person 
with minor visual defects may 
complain of eye fatigue after 


spending hours focusing on a 
small screen. He may discover he 
needs glasses. But he would have 
needed them if he started to read 
books or went to the movies every 
night. Television didn’t cause the 
trouble. The trouble already 
existed.” 


ws Among the good viewing rec- 
ommendations which various med- 
ical groups have advanced: 

1. Less than 5’ (the proper dis- 
tance for a 7” set) or 6 is too 


in every 


en 


dozen 


One man out of every 12 in the U.S.—that’s an important 
market in numbers alone. But the big point is this: Popular 
Mechanics delivers the best prospect in every dozen for 
any product bought by men. He buys Popular Mechanics 
not for idle amusement, but because it’s part of his inquisi- 
tive nature to want to know what’s new in the world— 
because he recognizes Popular Mechanics is his richest 
source for useful new facts and ideas. 


He’s the best man in every dozen because he reads ads 
deliberately. With his alert, penetrating, wide-open “P.M. 
Mind” he intentionally reads all ads about man-bought 


products. 


He’s the best man in every dozen because he consciously 
responds to ads. He’s the first man to buy new things of 


merit—and he will buy your product, whether you sell by 


mail or in the stores. 


He’s the best man in every dozen because he exerts a 
strong influence on the buying decisions of his friends and 


neighbors. His recommendations are respected—in a way 
that rings cash-registers. 


Don’t miss this big man market .. . this influential man 
market .. . this best man market. 


POPULAR 


Reach the P. M. MIND 


MECHANICS 


close to sit to the screen. 

2. Avoid intense darkness or 
bright light in the viewing room; 
mild indirect light is preferable. 

3. Avoid long periods of close 
concentration on the picture. 
Shift your eyes from the screen 
occasionally. 

4. Make sure your set is prop- 
erly installed and tuned for the 
best possible clarity. 

5. View the screen from a posi- 
tion level with or above it. 


Elect KRMD’‘s Lanford 

T. B. Lanford, Station KRMD, 
Shreveport, has been elected pres- 
ident of the Louisiana Association 
of Broadcasters. Other officers in- 
clude I. K. Corkern Jr., WIKC, 
Bogalusa, vice-president, and R. 
W. Drumm, KNOE, Monroe, sec- 
retary-treasurer. 


Piersol Joins Bogerts 

Nan Piersol, formerly with the 
Colorado River Association, has 
joined Bogerts, Los Angeles, ad- 
vertising and merchandising con- 
sultant, as assistant to Mrs. Zepha 
Bogert. 


NOt 
HOME (HALL () weil) KIT 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
‘of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handles — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark ... at nominal cost. 
Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 46 Years in Business 


STANDARD PRESSED STEEL CO. 


JEMMINTOWN, PA. Box ET) 
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FIRST WITH THE GOODS—The first advertising used by Bonwit-Teller to 
| display merchandise offered in its new Chicago store appeared in the Chicago 

Tribune on September 5. Each of the two advertisements shown above occu- 
| pied seven full columns of space. (ADV.) 


. 


Turn Spotlight 
on Distribution, 
Four A's Urges 


Lack of Information 
Threatens ‘Lop-Sided 
View,’ Group Cautions 


New YorK—It is high time the 
nation paid more attention to the 
processes of distribution, as it long 
has done to production, the Amer- 
ican Association of Advertising 
Agencies declared last week 
through the operations committee 
of its board of directors. 

A resolution adopted by the 
Four A’s committee calls upon in- 
dustries, companies, government 
groups, educators and authors to 
see that the distributive processes 
get “full and favorable public un- 


derstanding, so that they may be! 


constantly encouraged and im- 
proved, and may attract our best 
minds and resources, comparable 
to the attention long given to pro- 
duction.” 

The U. S. production plant is al- 
ready the most highly developed 
in the world, and its volume of 
goods and services exceeds any 
other nation’s, the resolution points 
out, adding: “We must now look 
to greater and more efficient dis- 
tribution for higher employment 
and a steadily rising standard of 
living.” 


ws While major emphasis is placed 
on distribution, the committee 
statement promises that “full at- 
tention” will be sought for adver- 
tising, too, “as a part of distribu- 
tion.” For, it continues, “advertis- 
ing is the counterpart in distribu- 
tion of the machine in production. 
By the use of machines, our pro- 
duction of goods and services has 
been multiplied; advertising multi- 
plies selling messages and appeals; 
hence advertising has a major op- 


ing, increases interest in the columns 
of our newspaper and makes a better 


buying audience for your advertising. 


promotion of high school debating throughout the State. 

Now over 300 schools participate in the program and 
some 10,000 pupils are coached for public speaking. P 
As a result of this work, Michigan is now ranked 

No. 1 State in forensic activity. To further stimu- 
late interest, the Free Press established an annual q 
$2,500.00 debating scholarship. So that is why these 

three young men, Irving Nelson, Henry Sill and 
Ronald Hees, will go to college this fall with their 


| | WE ARE SENDING THESE 
THREE YOUNG MEN TO COLLEGE 


TWENTY-EIGHT YEARS AGO THE FREE PRESS 
joined hands with the University of Michigan in the 


expenses paid from this fund. Somehow or other, we 
feel that anything we do here to arouse the interest 


of young people in better mental equipment for liv- 


Here are Lawrence Grosser, 
manager of the Michigan 
High School Forensic Assn., 
and the three young men 
who won the 1949 Detroit ff 
Free Press debating scholar- 
ship awards. . 


Ronald Hees, Irving Nelson. 


. Henry Sill, 
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portunity and responsibility for 
moving goods fast enough and in 
large enough quantities that our 
economic welfare may be served.” 

The committee resolution, said 
Four A’s executives, reflects an as- 
sociation view that advertising 
should be regarded as an essential 
part of selling, not an isolated 
activity. Frederic R. Gamble, as- 
sociation president, commented 
that “advertising works in the 
business framework of distribu- 
tion. Until there is better under- 
standing of distribution, we are 
not likely to see a proper under- 
standing of advertising.” 


a The resolution stressing the vital 
importance of distribution was 
suggested by the Four A’s com- 
mittee on government, educator 
and consumer relations. The com- 
mittee chairman, William Reydel, 
Newell-Emmett Co. executive, 
said that, in exploring the field, 
“we were surprised that so few 
people are aware that distribution 
is now one of the major parts of 
our economy.” 

While estimates that distribu- 
tion provides employment for more 
than half of the U. S. population 
may be high, he said, “it is certain 
that more people are now engaged 
in distribution than in either man- 
ufacturing or farming, and that 
the number is increasing steadily.” 

The Reydel committee is urging 
industries and companies to ex- 
plain distribution more fully in 
their annual reports, reports to 
employes, institutional advertis- 
ing, company publications and in 
classroom materials which they 
sponsor, 


ws The latter were singled out for 
special attention by William E. 
Berchtold, Foote, Cone & Belding, 
chairman of a Four A’s subcom- 
mittee on educator relations, who 
declared that there isn’t a single 
good general film for classroom 
use on the subject of distribution 
or marketing. 

College textbooks, he added, 
deal at great length with manu- 
facturing, finance and exchange, 
“but give little or no attention to 
the part that distribution plays 
in our economic system or to the 
role of selling in creating demand 
and moving goods.” 

The lack of information, Four 
A’s believes, may develop “a lop- 
sided view of our economy” that 
could have harmful effects on 
business planning and on govern- 
ment decisions. Any projects to 
advance the cause of distribution, 
it adds, should be conducted 
jointly, with all involved organi- 
zations participating. 


w Although joint groups already 
exist (in the National Distribu- 
tion Council and the Domestic 
Distribution Department of the UL. 
S. Chamber of Commerce), the as- 
sociation points out, none has pr - 
marily a public relations function. 

Four A’s spokesmen have calle‘ 
attention to the neglect of distr - 
bution in government circles, i: - 
cluding a negative attitude on tl! e 
part of the President’s Econom ¢ 
Advisory Committee in its r- 
ports to the President. 

The association also advis«d 
agencies recently that the gover) 
ment’s newly-issued “Contra 
Cost Principles’ and “Milita 
Renegotiation Regulations” le 
much to be desired—not becau 
of the amounts allowed or disa 
lowed for advertising, but becau 
of an indifferent approach to t! 
business function of advertising. 


Coleman Joins SSC&B 
Sullivan, Stauffer, Colwell 

Bayles, New York, has add 
Thomas B. Coleman to its staff 
an account executive. He was o 
iginally with Lord & Thomas, ar 1 
joined J. Stirling Getchell in 193». 
Mr. Coleman went with Biow C). 
in 1940, and entered the publis! - 
ing business in 1943, as a sals 
representative for Good Hous - 
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The rumor mill ground out these 
reports recently about a major 
manufacturer with a multi-million 
dollar ad budget and a multi- 
agency setup: The advertising and 
public relations departments were 
getting a thorough shaking up; 
the public relations director was 
being fired, and his work would 
be handled by one of the agencies; 
and the company’s “space” agency 
was being dropped, with another 
taking over its part of the ac- 
count. 

All the reports were exciting, 
and all wrong, too. “Normal” shift- 
ing of personnel is always going 
on in a huge concern. The p.r. 
chief is getting along fine, with 
added help. And, said a long- 
time executive with the company, 
“We've never worked more closely 
than we are now with the ‘space’ 
agency.” 

ee e @ 

Col. Elliott White Springs, pres- 
ident of Springs Cotton Mills, is 
racking up good sales with his 
rambunctious book, “Clothes Make 
the Man,” and his personally de- 
signed sport shirt, adorned with 
16 Springmaid girls. Mentioned in 
teaser fashion, along with the reg- 
ular Springs Mills fabric ad, the 
book reportedly has sold 30,000 
copies and the sports shirt about 
8,000. 

ee e« @ 


The decision of Western Union 
to promote Operator 25 vigorously 
was a life (and face) saver for the 
Council on Distribution, Associa- 
tion of National Advertisers. Al- 
though the plan had its enthusiasts, 
it was moving slowly. 

ee ee @ 


Don’t be surprised if Seagram, 
which has stayed out of the wine 
and beer business, launches a rum 
this fall. Its tentative name is 
Christopher Columbus. 


ee e« @ 
Although that Miracloth print- 
ing amounted to a very effective 
sampling operation for New York 


—REMINDER— 


Product Advertising to 
60,338 Specifiers and 
Buyers in the Larger 
Plants in All Industries 
. . . Timed to Sell When 
and Where This Selected 
Group Look for Their 
Current Product Needs 
|... Costs Only $110 to 
_ $120 a Month In 


INDUSTRIAL 
EQUIPMENT NEWS 


TOTAL DISTRIBUTION 65,174 


Good for SELLING... 
Because Used for BUYING 


~ INDUSTRIAL 
~ BOUIPMENT 
NEWS 


THOMAS PUBLISHING CO. 
461 Eighth Ave., New York 1, M. Y. 


| 
| 


Heston © Chicago © Cleveland © beret (FR 
Los Angeles © Philadelphia © Pittsburgh 


and Chicago newspapers, the 
American Newspaper Publishers 
Association is warning members 
that the Post Office Department 
has warned newspapers they im- 
peril their second class mailing 
privileges by using Miracloth. The 
department’s opinion centers the 
objection on the fact that the 
classification under which papers 
are carried bars handling of com- 
modities other than the publica- 
tion. 
ee e« @ 


A cautious adman is Henry 
Shull, advertising manager of 
Pharma-Craft Corp., New York, 


manufacturer of Ting, athlete’s 
foot remedy. Asked about full- 
page Ting ads appearing in mid- 
western newspapers, a departure 
from the small insertions formerly 
used, he would only admit that the 
size, copy and layout are new. 
When Mr. Shull leaves his office 
at 5, he claims all ad secrets are 
locked in the safe and that even 
his wife can’t shake loose details 
of Pharma-Craft’s next advertis- 
ing move. 


Philco Appoints Kennally 

Thomas A. Kennally, a member 
of the board of directors and as- 
sistant to the president of Philco 
Corp., Philadelphia, has been 
named president of the refrigera- 
tion division of Philco. Mr. Ken- 
nally has been with the company 
for 25 years. 


h. f. h.a. e.” 


*haven for harassed advertising executives 


Take a holiday from deadlines, 15 & 2, crotchety 
clients. Soothe those frazzled nerves. Relax 

at the Deauville... enjoy the private 
beach, huge pool, air-conditioned 

guest rooms, dining rooms, cocktail 
lounges .& many other facilities. Write to 

WARREN C. FREEMAN, General Mgr. 

>) Hote! ond 

Cobotte Club 


ON THE OCEAN AT 67th SF. 


MIAMI BEACH, FLORIDA 


49 


Take two looks at these ratings. They’re high 
enough to be Station Audience Indexes. Actually, 
they are genuine Program Hooperatings, and you 
won't find many like them anywhere! WGBI scores 
astonishing returns like these all day long—morning, 
afternoon, evening. In fact, in the heavy listening 


evenings, WGBI sets the record for a// CBS stations 


— 


N 


Resa. es 


ba 
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500 WATTS NIGHT 


_ 1000 WATTS DAY 


MRS. M. E. MEGARGEE 
President 


(Figures from Hooper “City Hooperatings”—Oct. 1948 thru Feb. 1949) 


It’s a big market of 674,000 Pennsylvanians that 
stays tuned to WGBI. It’s a rich market, too: one that 
will give you profitable sales results fast when you 
reach it with WGBI. Your John Blair man has the 
facts and figures on Scranton — Wilkes-Barre and 


WGBI. Ask him for the full story on both, today! 4 


studied...a valuable fact for advertisers to remember! 


JOHN 
BLAIR 


_ & COMPANY 


NATIONAL REPRESENTATIVES 


; be 
ait peli 


GEORGE D. COLEMAN 
General Manager 
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) Sets Cosmetic Soap Push 
' The Westport Cosmetic Co., 
| Westport, Conn., is scheduling a 
}consumer campaign promoting its 
| Beauty in the Morning cosmetic 
}soap, which retails for $1. Adver- 
tising for the product, which will 
be distributed through department, 
drug and specialty stores, is han- 
'dled by the R. T. O’Connell Co., 
pew York. 


| Dr. Sachner Resigns 

Dr. Benjamin Sachner has re- 
jsigned as president of the Bristol 
| Broadcasting Corp. and Station 
WBIS, Bristol, Conn. He gave 
‘pressure of his professional prac- 
‘tice as the reason for his resigna- 
tion. Dr. Sachner will continue on 
}the board of directors. 
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431 6. Dearborn St., Chicago 5, Illinois 


Realigns Sales Territories 


Diamond Match Co., New York, 
has realigned its domestic sales 
territory into two major divisions, 
eastern and western, eliminating 
its midwestern division. O. 4 
Lowe, formerly midwestern sales 
manager, has been named head of 
the new western division, and Eu- 
gene C. Reed will continue as man- 
ager of the eastern division. Both 
will make their headquarters in 
New York. 


Extends Wonder Salve Drive 


Drexel Laboratories, Drexel Hill, 
Pa., on Sept. 14 will extend its 
promotion of Wonder Salve into 
all daily newspapers in Arkansas, 
Kansas, Louisiana and Oklahoma. 
This makes a total of 22 states 
now carrying the campaign. The 
schedule calls for one or two ads 
a week, running for about nine 
months. L. E. Evons Advertising, 
Drexel Hill, is the agency. 


Oster Schedules Fall Drive 
John Oster Mfg. Co., Racine, 
Wis., will use Argosy, Better 
Homes & Gardens, Collier’s, Es- 
quire, Good Housekeeping, Life, 
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SPRAY-A-WAVE ART—Adorned with a hair-do fashioned after the Statue of Liberty 

coiffure, this model holds aloft a bottle of Spray-A-Wave, product of Lee Pharmacal 

Co., Beverly Hills, Cal. Says the publicity release by Robert S. Taplinger & As- 

sociates: “Real art remains always ready to be revived and adapted to our 
changing needs.” O, boy! 


and the Stim-U-Lax massage in- 
strument. Newspaper insertions in 
about 20 metropolitan dailies also 
will be used. 


and National Geographic in its 
fall and Christmas campaign on 
its new Airjet hair dryer, plus the 
Osterizer blender, Osterett mixer 
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A whole state is looking at 


Wao said television is just a “big city” medium? 
Practically a whole STATE is looking at WKY-TV! And here’s 
why. We have a 966 foot antenna... an extremely 


favorable terrain ... the perfect channel 4 frequency ... the finest 


modern equipment, plus the priceless ingredient . . . listener 

loyalty ... built up over the years by WKY-AM. All these things add 
up to the fact that Oklahoma’s first television station is 

ALL Oklahoma's station. Your KATZ representative will be 

glad to give you the facts and figures. 


OWNED AND OPERATED BY | 


THE OKLAHOMA PUBLISHING CO. 


° WKY, Oklahoma City+ The Daily 
- Oklahoman + Oklahoma City 


THE KATZ AGENCY, INC. 


CHANNEL 4+¢ OKLAHOMA 


New Survey Shows 
Payday Does Affect 
Newspaper Ad Load 


HarrissurGc—Local shopping 
conditions, such as evening shop- 
ping hours, have a bearing on the 
advertising load by days carried 
by local newspapers, and so like- 
wise have the frequency and time 
of paydays on the habits of wo- 
men in their food purchasing, ac- 
cording to a recent survey made 
by the Pennsylvania Newspaper 
Publishers’ Association. 

The survey was made to evalu- 
ate the influence of the advertis- 
ing rate structure on the placing 
of retail advertising, and to de- 
termine how total volume of linage 
as well as distribution of the load 
is affected by rate structure. It 
covers two-thirds of all the daily 
papers published in Pennsylvania, 
in addition to several in New 
Jersey and Maryland. 


a With respect to types of retail 
rate structures, the survey shows 
that only two papers have a flat 
rate without discounts, i. e., the 
same rate to all retail accounts. 
Fifteen newspapers have a flat 
rate with discounts for volume; 
56 have a volume rate for space 
used during a specified period, 
and 37 have frequency rates for 
specified periods at minimum 
space or insertions. 

Most newspapers reporting in- 
dicated making no changes in 
their basic rate structure pattern 
since 1945. Three papers are in 
the process of making changes in 
rate structures, and one is consid- 
ering it. 

“It is apparent in the returned 
questionnaires,” the survey re- 
port says, “that rate structures de- 
vised to spread the load of ad- 
vertising have accomplished their 
objective. Several newspapers, 
through increased selling effort 
and by devising a flexible rate 
structure, have doubled more than 
an average amount of advertising 
in their Saturday issues.” 


Banko to Radio F. requency 


Frank X. Banko has been named 
assistant sales manager of Radio 
Frequency Laboratories Inc., Boon- 
ton, N. J. He formerly represented 
RCA Victor, New York, and Ben- 
dix Radio, Baltimore, in sales and 
engineering. 
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Wanamaker Clerks 
Plan to Run Ads 


New YorK—Employes of John 
Wanamaker’s department store 
hive voted through their union, 
Local 9 of the Retail Clerks Inter- 
national Association, AFL, to use 
newspaper advertisements to spon- 
scr an essay contest, and to mail 
out 10,000 letters urging the pub- 
lic to buy at Wanamaker’s. 

The decision was announced last 
week by Paul P. Milling, president 
of the union, who said that the 
project had originated with the 
union membership and was being 
carried out without any financial 
assistance from the store. The 
union has authorized an initial al- 
location of $5,000 for advertising 
and expects to spend at least an- 
other $1,000 on direct mail and 
essay prizes, Mr. Milling said. 

“Our members have always 
recognized that the only way to 
keep their jobs safe and their 
economic conditions high has been 
to cooperate with the management 
in making Wanamaker’s the best 
place in the city in which to shop. 

“The drive to bring more cus- 
tomers into the store represents 
the best insurance that we will be 
able to look forward to for further 
improvement in wages and welfare 
provisions when we go into ne- 
gotiations again.” 


s Fred W. Wilkens, vice-president 
and general manager of Wana- 
maker’s, said the management 
welcomes the union’s program. It 
reflects, he said, a long-standing 
cordiality in relations between 
management and union. 

Mr. Milling said that only 38 
workers had been laid off at Wan- 
amaker’s this year, “as against 
several hundred in other stores.” 
The average weekly wage at Wan- 
amaker’s, he said, is $53, which 
‘is among the highest in the retail 
field.”’ 

Since the union was established 
in 1945 it has never had a strike, 
and has never had to invoke arbi- 
tration or mediation to reach a 
contract agreement with the store 
management. Further contract im- 
provements will be sought by the 
inion at the end of this month, Mr. 
Milling said. 


CBS Moves Video Offices 


CBS has moved its television 
production offices in Hollywood to 
6363 Sunset Blvd. 
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be alphabetized or arranged 
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he facilities, including a 
s! illed, experienced staff to 
prform this work, accurately 
aid efficiently. 


\gency executives — adver- 
ti ing managers, get in touch 


wth me... you will find my 


St -cialized services can solve 
yar list filing problems. 
* 
* 
* 
| Do Not 
Rent or Sell Lists 


EDGAR M. HENRY 


2° W. 45th St., New York 19, N.Y. 
LUxemburg 2-4227 


Maps Film Ad Promotion 


Universal-International Pictures, 
New York, wi'l introduce its Tech- 
nicolor film “Christopher Colum- 
bus,” starring; Frederic March and 
Florence Eldridge, on Columbus 
Day, Oct. 12, with 1,200-line news- 
paper ads in 250 cities, spot radio 
announcements and “probably 
some magazine spreads in color.” 
Monroe Greenthal Co., New York, 
is the agency. 


Kitchen Economy to Ad Fried 


Ad Fried Advertising Agency, 
Oakland, Cal., has been retained 
to handle the advertising of Kit- 
chen Economy Co., Oakland, man- 
ufacturer of Prest-O-Gun, home 
doughnut maker. Patricia James 
has been appointed radio time 
buyer of the agency, succeeding 
Shirley Curtin. 


Ritchie Starts ‘Periscope’ 


Purves E. Ritchie & Son Ltd., 
Vancouver, B. C., has started 
mailing a new monthly publica- 
tion, “Periscope,” to loggers, con- 
tractors, mining companies and 
government officials of the prov- 
ince. Production is handled by 
O’Brien Advertising Ltd. Van- 
couver, which handles Ritchie’s 
equipment advertising in newspa- 
pers and trade publications. 


To Gebhardt & Brockson 


Chicago Coal Merchants Asso- 
ciation has appointed Gebhardt & 
Brockson Inc., Chicago agency, to 
handle its account. Radio cur- 
rently is being used. Gebhardt & 
Brockson also has been named to 
direct the campaign of William B. 
Watkins Co., Evanston, Ill., man- 
ufacturer of aluminum utensils. 
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Printed labels . . . any size, quantity, 
number of colors . . . with quality and 
delivery assured by newest, finest 
pressroom and finishing equipment. 


varion OOHN Maher 


2001 ~—s ati Company 
CALUMET AVENUE + CHICAGO 16 


How Spot Movie Ads in Theatres Sell 
Westinghouse Laundromats and Clothes 


Advertising Agency: Fuller & Smith & Ross 
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ACTUAL DEMONSTRATION, pine tere the alng § power of 
sight, sound and action, in color or black and white, is the key to the 
unmatched selling impact of Spot Movie ads in theatres. That’s why 
Westinghouse selected Spot Movie ads to sell its Laundromats and 
Coates Lec dnanchen in the Bons. nd 8 Market’. 


WESTINGHOUSE Spot Movie ads tell prospects where to buy by 
featuring local dealer’s name and address in special “trailers”. Spot 
Movie ads can be used in this way as powerful local advertising with 


direct dealer tie-up, or they can be used on a national scale in over 
13,000 theatres. 


Dryers 


CLEVER SITUATIONS amuse as they dramatize appliance selling 
points. Spot Movie ads are like short features in the theatre’s regular 
program. As such, they are bound to be seen, bound to focus the 
virtually undivided attention of your prospects on your selling 
message. 


Ss aaa ae 


BUDGETS for Spot Movie ads can be small or large, depending on 
the job to be done. Booking, billing and all other details are handled 
by Movie Advertising Bureau Members as part of their service. They 
will be glad to give you full details, work with you on your selling 
problems. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


*teent 


MOVIE ADVERTISIN( 


NG BUREAU 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
° 2) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. Bldg. 870 Market St. 
Phone: Harrison 5840 Phone: Moia 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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om Flooring, 


New Sloane-Blabon 
Drive Scheduled 


New Yorxk—Sloane-Blabon 
Corp., manufacturer of floor cover- 
ings, will break a fall campaign 
this month to promote sales of 
linoleum, and linoleum and Koro- 
seal tiles. Full-page insertions in 
consumer and business publica- 
tions will run through November. 

Copy and layouts for the series 
will dramatize decorative but inex- 
pensive applicatians of linoleum 
for kitchens and dining rooms. 

Full-page, four-color ads are 
slated for American Home, Better 
Homes & Gardens, Capper’s Farm- 
er, Country Gentleman, Ladies’ 
Home Journal, Progressive Farm- 
er and Woman’s Home Companion. 
Koroseal ads will appear as one- 


‘page, two-color ads in American 


Builder, Architectural Forum and 
Architectural Record. 

Full pages in black and white 
will be placed through December 
National Furniture 


Review and Retailing. 

Supporting promotional aids will 
be a “Treasure Island” display 
showing 46 floor covering patterns 
for dealers, a mat service for lo- 
cal newspaper advertising and 
consumer brochures. 

Geyer, Newell & Ganger is han- 
dling the account. 


Zippy Products Uses TV 

Zippy Products Inc., for Zippy 
liquid starch, has scheduled a 
series of one-minute television 
films each Monday, Wednesday 
and Friday over WNAC-TV, Bos- 
ton, starting Sept. 19. The con- 
tract runs for 52 weeks. Martin 
& Andrews, Philadelphia, is the 
agency. 


Griftith Appoints Walsh 
Griffith Laboratories Ltd., man- 
ufacturer and distributor of food 
formulaes, has named Walsh Ad- 
vertising Co., Toronto, to handle 
its advertising. Plans call for a test 
campaign in an Ontario market. 
The company’s purified spice sets 
will be promoted in the local 
daily newspaper and over the air. 


READILY SALEABLE § . 


PACKAGED PROGRAMS 


FLAT RATE 


LOW COST 


BASIS... 


STILL AVAILABLE IN A FEW MARKETS 
A special feature program with high 
HOOPER, where celebrities give clues 


about themselves—plus a merchandising 
ae that guarantees traffic to the 


[ma TAT 


360 NO. MICHIGAN AVE. + CHICAGO 1, ILL. * RAndolph 6- -6650 J 


Now you can purchase transcribed fea- 
ture programs at a straight unit cost 
without regard to wattage or rate card 
rates. As an example, 78 episodes of 
“The Smiley Burnette* Show” can be 
had for as low as $100.00. 


Also available for immediate broadcasting are 


“NOTHING BUT THE TRUTH” 
by Alexander McQueen 


“WHEN DAY IS DONE” 
by Frann W eigle 


* Cowboy star of ‘‘Durango Kid"’ series for Columbia Pictures 
WIRE OR PHONE FOR EXCLUSIVE 
RIGHTS IN YOUR TERRITORY 
Audition discs available — $2.00 deposit required. 


RADIO PRODUCTIONS 


Electrotypes + Nickeltypes 
Matrices + Stereotypes 


Plastic Plates for 
Newspapers 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago « Telephone: HArrison 7-3732 
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You Ought toKnow . . 


Irwin Alfred Vladimir is a spec- 
ialist with many facets. He has 
led anything but an ordinary life. 
Born in New York, he was gradu- 
ated from the University of Mis- 
souri. His first 
major job was 
as a space sales- 
man for The Ja- 
pan Advertiser 
in Tokyo, which 
before the last 
war was one of 
the most widely- 
known English 
language dailies 
in the world. 
He circumnavi- 
gated the world 
at a profit in his early 20s as an 
advertising salesman. 

In the depth of the economic 
depression in the ’30s, when the 
company he was with liquidated, 
he took all of his active accounts 
to another agency and successfully 
established a foreign division for 
that company. Ten years ago he 
opened his own company, which 
for the past seven years has placed 
more advertising in export pub- 
lications than any other agency. 

Those are merely the highlights. 
To start at the beginning, Irwin 
Vladimir’s father, owner of a de- 
partment store in southern Russia, 
came to the United States to 
transact business about 50 years 
ago. He liked America so well that 
he went home, sold his business 
and returned here with his wife 
and became a citizen. Irwin, one 
of several children, was born and 
reared in New York. He wanted 
to be a newspaper man. When he 
was old enough for college, he went 
to the University of Missouri be- 
cause it had the oldest school of 
journalism in America. 


Irwin A. Vladimir 


gs While at the university he was 
chairman of a students’ committee 
that attended to the comfort and 
accommodation of visiting speakers 
during journalism week. When the 
late Louis Wiley, business man- 


ager of the New York Times, lec- | 


tured at the university, he was 
piloted around the campus by 
young Vladimir. “Drop in to see 
me when you come to New York,” 
Wiley said when he left. 

That is what young Vladimir did 
after receiving his degree in 1924. 
It resulted in his getting a job in 
the classified advertising depart- 
ment of the Times. 

The following year, on the rec- 
ommendation of the late Walter 
Williams, dean of the school of 
journalism at Missouri, and a close 
friend of the late B. W. Fleisher, 
owner of The Japan Advertiser, 
Viadimir was offered a three-year 
contract as an advertising sales- 
man for the paper and sailed for 
Tokyo. The general manager of the 
paper in those days was Ralph 
Nicholson, who recently sold the 
New Orleans Item to David Stern 
III for $1,700,000, and the super- 
intendent of the printing division 
was F. M. Flynn, now publisher 
of the New York Daily News. 


ew Arriving in Japan, Vladimir 
found that he had to double in 
brass, so to speak. He was expected 
to sell and create advertising also 
for the Trans-Pacific Advertising 
and Service Bureau, another Flei- 
sher enterprise. So in a very noisy 
American motorcycle, with a spec- 
ial side-car attachment, operated 
by a Japanese, and accompanied 
by a Japanese interpreter. young 
Vladimir whirled through the mer- 
cantile and industrial districts of 
Tokyo and peddled space and 
ideas. 

Despite his “surprising success” 
as a space salesman, and many 
things about the job that he en- 
joyed, Vladimir declined the of- 


fer of a better contract at the 


Irwin A. Vladimir 


end of his three years and decided 
to return home in 1928 by way of 
the Suez Canal and Europe. 

That was the year of the coro- 
nation of Hirohito as emperor of 
Japan, and The Japan Advertiser 
was planning a special “enthrone- 
ment issue.” Because of that, 
Viadimir left Tokyo as an ac- 
credited representative of the pa- 
per. He toured Italy, Switzerland, 
France and England, selling ad- 
vertising en route, and obtained 
a number of statements for pub- 
lication from European notables 
felicitating the Emperor upon his 
accession. 


ws When he reached home, Vladi- 
mir continued to sell advertising 
for his paper and to solicit state- 
ments which he obtained from 
many leading industrialists of the 
period, including Henry Ford. 

One day while soliciting an 
order for the Barcelona Interna- 
tional Exposition at the New York 
office of Rudolf Mosse, interna- 
tional advertising agency of Ger- 
man ownership, Vladimir was of- 
fered a position with the firm. He 
accepted and became a vice-pres- 


ident and account executive. 

Shortly afterward, in 1929, h> 
married, took up golf in a serioi s 
way, and acquired the habit cf 
reading regularly a variety of n: - 
tional and international magazin: s 
and business papers, a habit, ir - 
cidentally, which he recommen: s 
for all business men and espe: - 
ially for anybody in advertising 
and publishing. 

In 1933, because of general ecx - 
nomic conditions and Hitler’s pol - 
cies, the Mosse agency was forced 
to liquidate. Discussing the situs- 
tion with Duane Jones, then in 
charge of the New York office of 
Maxon Inc., Vladimir was advised 
to salvage his active accounts and 
bring them into the Maxon agen- 
cy. Jones wrote to Lou Maxon, 
who invited Vladimir to visit De- 
troit. 


s For the next six years Vladimir 
was chief of Maxon’s foreign divi- 
sion, located in New York. In June 
of °39, when Maxon decided to 
discontinue its foreign business, 
Viadimir started his own agency 
with the advice, blessing and moral 
support of Lou Maxon. As Vlad- 
imir modestly expresses it, “I 
simply took over a going concern 
and carried it on.” 

He is still carrying it on with 
the aid of an able staff. Many 


\ Apply 


2639 N. Kildare ° 
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FOR PRODUCT INSTRUCTIONS. | 

diagrams and instructions on fe 

tomer...or job instructions during assembly. 

ANY SIZE—ANY COLOR— ANY DIE-CUT SHAPE 7 
Write for Free Somples a 


 MYSTIK ADHESIVE PRODUCTS 


Chicago 39, Illinois 


Fe] 


123 N. WACKER ORIVE 


GIANT PRINT BOOK 


Photo Blow-ups in action! That's what 
you'll find in this sparkling book. 
Packed with profitable ideas, 
YOURS with our compliments. 


Raven Copy SERVECE. ENC. 


it's 


@ CHICAGO 6, ILLINOIS 
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of the accounts that he serviced 
when he was with Mosse are still 
with him, among them the Men- 
nen Co., National Oats Co., Enoch 
Morgan’s Son, and Michel Cosmet- 
ics. 

Although the larger part of his 
energy is given to business (he 
averages about 20,000 miles in 
foreign travel annually), he takes 
time to enjoy his family which, 
in addition to Mrs. Vladimir, now 
includes a son who recently grad- 
uated from the Hotchkiss School 
ind who expects to matriculate 
this fall at Trinity College, Dublin, 
ind a daughter who is a student 
at the Masters’ School at Dobb’s 
Ferry, N. Y. The Vladimirs live 
in Searsdale. 


s Viadimir is a man with four 
hobbies: trap shooting, game fish- 
ing, coin collecting and golf. He 
has a complete set of coins from 
every country he has visited in 
the past six years. Representatives 
of the 60 foreign agencies with 
which his company is affiliated 
in different countries are con- 
tinually sending. him new coins 
for his collection. 

With the international situation 
as it is, what of the future for 
American exports? Vladimir is 
optimistic except with respect to 
China. But he believes that more 
American manufacturers will have 
to set up production units in for- 
eign countries either by investing 
capital or by licensing local manu- 
facturers. The trend is in this di- 
rection, he says, but it is essential 
for American manufacturers to 
maintain control of production, 
advertising and sales policies. 


RCA Victor Issues Booklet 


RCA Victor Division has issued 
a 20-page illustrated brochure, 
“Have You Thought of RCA for 
These Products?” describing ap- 
plication of industrial electronic 
equipment in many phases of man- 
ufacturing, administration and 
merchandising. The booklet shows 
how leading industries are using 
sound systems, projectors, inter- 
com systems, tape recorders, avia- 
tion radio, industrial television, 
heating equipment and other prod- 
ucts. 


Names Scheibner Agency 


Hugo Scheibner Inc., Los Ange- 
les, has been retained to handle 
the advertising of Mildred’s of 
California, manufacturer of child- 
ren’s wear. Direct mail, trade pub- 
lications and tie-in promotions will 
be used. 


Win for your product the influence 
ind good will of the 20,000 County 
\gents, Vo-Ag Teachers, Exten- 
ion Leaders and Soil Conserva- 
‘onists who read Better Farming 
lethods every month. 


Who TRAIN and 
ADVISE Farmers 


FARMING 
METHODS 


Shwayder Schedules 
Biggest Drive for 


Luggage. Furniture 


New York—In its largest fall 
and winter advertising program to 
date, Shwayder Bros., Denver and 
Detroit, plans to use color copy 
in national magazines, special pro- 
motions and a complete line of 
dealer aids to win an even bigger 
share of luggage and folding fur- 
niture sales. 

Details of the program were re- 
vealed by Joel D. Rosenblum, ad- 
vertising director, following the 
national Luggage and Leather 
Goods Show here. 

Statistics show that Shwayder 
is selling one out of every nine 
pieces of luggage in the field 
now, he said, adding: 

“We see no reason why we 
shouldn’t be selling one out of 
every five next year at this time. 
The public obviously is learning 
through advertising about our 
products, and we intend to educate 


them more vigorously than ever 
in the competitive period ahead.” 


es Two separate campaigns will 
be used for the two Shwayder 
lines (the luggage is produced in 
Denver, folding furniture in De- 
troit). 

Value and multiple use of Sam- 
son’s folding tables and chairs will 
be featured in a series of full- 
color pages in Better Homes & 
Gardens, Collier’s, Ladies’ Home 
Journal, The Saturday Evening 
Post and Woman’s Home Compan- 
ion. This drive will reach a climax 
in December when Samson furni- 
ture will be promoted as ideal 
gifts for people who dwell in small 
apartments, as well as for families 
who live in larger houses. 

To tie in with the program, 
Shwayder will offer retailers sug- 
gested window displays, newspa- 
per mats, full-color blowups of 
the magazine ads, and radio spots. 


ws Samsonite luggage will get its 
biggest fall and holiday ad push, 
as well as the biggest in the field, 


the company believes. Full-color 
pages will be used in Esquire, 
Holiday, Life, the Post and Seven- 
teen; similar space will be em- 
ployed at Christmas time in La- 
dies’ Home Journal and Woman’s 
Home Companion in a new drive 
directed at the women’s audience; 
and the company will repeat its 
full-color center spread in Col- 
lier’s two weeks before Christmas. 

Other major promotions for the 
fall and winter travel season will 
include a tie-up with All-Ameri- 
can Johnny Lujack of the Chicago 
Bears; a fashion promotion worked 
out with Juilliard woolens in con- 
nection with Samsonite’s new col- 
ored luggage, Fashiontone, and a 
program to help dealers develop 
winter travel luggage business af- 
ter the first of the year. 

Grey Advertising Agency han- 
dles the account. 


Canadian Admen to Meet 


The Association of Canadian Ad- 
vertisers will hold its 35th annual 
convention in the Royal York Ho- 
tel, Toronto, Oct. 19-21. 


Buys Walter Reed's Business 

Midland Sales Agency, 176 W. 
Adams St., Chicago, headed by Ed 
Deuss, who is president of Deuss- 
Gordon Advertising Agency, at 
the same address, has purchased 
the publication and community 
newspaper representative business 
of the late Walter W. Reed. 
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in every 
dozen 


‘  - 


hat’s why hundreds of successful advertisers are concentrating their 
advertising in The TIMES. It gives them 8/10 of the big, ripe “Seattle 
melon.” Review your advertising schedules NOW. Plan to concentrate 
frequent advertising in The TIMES. Take full advantage of this | 


remarkable opportunity to truly SELL 


ie 


ttle Tine. = 


SEATTLE! 


of the SEATTLE 
MELON with The 
TIMES ALONE 
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TOP BRASS, 


Results? 


He heard from the 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 

cool his heels in reception rooms looking for it. ) 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


themselves! — 


“IT can’t recommend 


Information fo: 


No. 3384. Consumer Buying Habit 
Study of the Appleton, Wis., 
City Zone. 


The second annual Appleton 
Post-Crescent survey covers the 
cities of Kaukauna, Kimberly, 
Little Chute, Menasha and Nee- 
nah in addition to corporate Ap- 
pleton. Product classifications have 
been increased from 45 to 64 and 
new sections have been added. 


No. 3385. The Super Market In- 
dustry Speaks, 

Super Market Institute, which 
has a membership of 361 com- 
panies operating between 4,000 and 
5,000 retail food stores, has pub- 
lished this report on a survey of 
its members, covering sales, age 
of companies, growth by acquisi- 
tion, markups, expenses, self-ser- 
vice, ‘ pre-packaging and many 
other details concerning status and 
operating practices. 


No. 3386. PEORIArea Facts and 

Figures. 

The Peoria Journal Star has 
issued this new report on the 13- 
county Illinois trading area com- 
prising the newspaper’s market. 
Along with a circulation report, 
showing circulation, number of 
homes and per cent of coverage, 
is a wealth of facts about popu- 
lation, families, auto registrations, 
buying income and so on. 


No. 3387. List of Beer Outlets in 
Grand Rapids. 

This list of beer dealers in Grand 
Rapids, Mich., is set up in routes 
to facilitate coverage of the city. 
Published by the Grand Rapids 
Press. 

No. 3388. Grocery, Drug and 
Shopping Center Maps. 

The Grand Rapids Press has is- 
sued three new maps of the mar- 
ket. One covers grocery stores, 


kets and chain and wholesale head- 


quarters; the second indicates 
druggists—wholesale and_ retail; 
and the third indicates the city’s 
shopping centers—downtown, pri- 
mary and secondary. 


No. 3360. Good Housekeeping 
Means Good Merchandising. 


Merchandising and point-of-sale 
display aids available to Good 
Housekeeping advertisers are de- 
scribed and illustrated in color in 
this brochure published by the 
magazine. Letterheads, postcards, 
reprints, easel displays, newspaper 
mats, Good Housekeeping guaranty 
seals and many other items are 
tabbed for quick reference, and 
an inside back-cover pocket carries 
a price list and order blanks. 


No. 3358. A Study of Home Read- 
ership of Selected Weekday 
Newspapers Among Families in 
Six Suburban Communities. 

In this report of a survey con- 

ducted among 6,000 families living 
in six suburban communities, the 
New York Herald Tribune shows 
which weekday newspapers come 
into the homes regularly; how (de- 
livered or bought); readership by 
family members; and character- 
istics (sex and marital status) of 
respondents. 


No. 3372. A Study of 1,567 Trans- 
atlantic Air Passengers. 

Facts about the incomes, occu- 
pations, travel expenditures, 
length of trips and other details 
are reported in this study issued 
by Harper’s Magazine. 


No. 3363. Cereal Survey. 

Farm Journal has published the 
findings of a survey of subscribers 
on use of cereals in the home, and 
cereal preferences. The report 
shows size of families, use of hot 
and cold cereals, seasons in which 
both types are eaten, and the 


showing independents, supermar- 


brands used. 


Note: Inquiries for items listed above will not be serviced beyond Oct. 24. 


USE COUPON TO OBTAIN INFORMATION 


I Readers Service Dept., ADVERTISING AGE 


! 100 E. Ohio St., Chicago 11, Ill. 
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Please send me the following (insert number of each item wanted) 


a 


‘ cord discounts on multiple insertions 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR-2-0115 Chicago 


Experienced Advertising Salesman under 
35 years old, capable of making attrac- 
tive layouts and writing selling copy 
for newspaper in South East with circu- 
lation over 50,000. Liberal salary and 
bonus. Permanent position for right man. 
Reply by letter giving references, exper- 
ience and full information to: 

Box 2651, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WANTED SALES - ADVERTISING - 
MERCHANDISING MANAGER for Na- 
tional repeat mail order business and spe- 
cialty. Must have proven record plus good 
background to handle the varied details. 
Opportunity. 
P. O. Box 869 
Alliance, Ohio 
EDITOR, Copy Desk $75.00 wk 
Rewrite-Newspaper Exp. 
George Wiliams Co-Personnel 
209 S. State St., HA-7-2063 Chicago 


DIRECT MAIL 
FREE LANCE 
Are you on your own right now, doing 
specialized Direct Mail work for a variety 
of clients? If so, you would probably like 
to grow in manpower and income. We can 
furnish an abundance of money and tal- 
ent...and the best proposition of your 
life. Must be located in Chicago. Write 
in confidence. 

Box 2654, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN 
Experienced, Not Over 45 

To invest his knowledge in a long estab- 

lished and well known trade paper pub- 

lishing business. Right person can buy 

: piece of the business. Excellent oppor- 


Box 2639, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ARTIST wanted. Swap big-city living for 
fishing and hunting paradise! Need crisp 
layout and cartoon man. I. F. I. Adver- 
tising Agency, Duluth, Minnesota. 


LAYOUT PRODUCTION ACE-_ to $6500 
Printing house experience 

YOUNG AGCY COPYWRITER- to $4000 
Automotive and dir. mail exp. 
INDUSTRIAL ACCT. EXEC.- to $6000 


Fluent copywriter. Own roughs 
AVENUE EMPLOYMENT 
55 E. Washington, Chicago AN-3-1490 


ASS’S. SALES & PROMOTION MGR. 


For business magazine. Experience in copy 
writing, ad layout, market research ne- 
cessary. Capacity to assume responsibil- 
ity a qualification. Give age, experience, 
salary desired. 

Box 2632, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 

NEW BLOOD FOR AGENCY ARTERIES! 
For quick transfusion into your copy staff 
—happily wed college grad, 26, with two 
years copy experience. Offers you brains, 
ability, and enthusiasm, plus unlimited 
capacity for growth in return for re- 
sponsible copy job with attractive fu- 


ture! 
Box 2635, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


OUTDOOR ADVERTISING 
Salesman—Media Director—Account Exec- 
utive. 18 years experience in Outdoor in- 
dustry. 11 years as top-flight salesman 
with largest outdoor operator in U. S., 
serving in more than a dozen of the Com- 
pany’s branches as Salesmanager, Sales- 
man, Account Executive and Promotion 
manager New York office. Sound agency 
experience; wide knowledge of markets 
east of Rockies; capable media director; 
top-flight sales ability both paint and 
posting. Willing to re-locate; now in busi- 
ness within 3 hours of New York City. 
Inquiries invited from recognized agen- 
cies, plant operators, private industry. 
Box 2643, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Copywriter - Agency and mail-order cata- 
log copy experience in farm and industrial 
equipment; all hard lines. Can take full 
charge of catalogs, manuals, etc. 

Joseph Hagans, 6146 Kenwood, Chicago 37. 


Mature man, 1949 graduate M. A. in jour- 
nalism from U. of Mo. wants edit. or adv. 
job with Chgo house organ or trade publ. 
Local ref.Write Apt.311, 4756 Drexel,Chgo. 


Layout Artist desires position, free lance 
or steady. Eight years exp. Chgo area. 
Box 2653, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


EXPECT A SALES HARVEST... 

This copywriter (41) has the imagination 
to plant sound ideas, the writing skill 
to cultivate them. Background: agency 
copywriting, newspaper work, magazine 
writing, advertising management. Clean 
record studded with sales successes. Will 
aad any location, any salary above 
Box 2652, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Young man with 3 heads— 

one for copy, one for layout, one chock 
full of ideas—wants to switch to manu- 
facturer or small agency. 

Box 2655, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


ond spoce over 5 
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inches apply on displey 


POSITIONS WANTED 


Unusually Productive Copy writer—top 
agency exp. in foods, appliances, soap, 
etc. Merchandising and campaign minded. 
Need more stimulating connection. Avail- 
able about Nov. Woman. Not cheap. 

Box 2656, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 
HIGHLY PROFITABLE SIDELINE for 
sales representative now selling litho- 
graphy, printing or advertising. Earn 
$50 to $150 extra each week. Non-compet- 
itive, non-conflicting repeat line need- 
ed by all manufacturers, distributors and 
sales organizations. Exclusive territor- 
ies. Commissions guaranteed on all or- 
iginal and repeat business. Write for full 
details and furnish information regard- 
ing yourself, lines carried, type of clien- 
tele and territory covered. 

Box 2657, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~ WANTED TO RENT 


Food Trade Paper Representative needs 
office space. Mail and telephone service. 
Box 2650, ADVERTISING AGE 


100 B. Ohi 


Nationally-known originator “Leave Us 

Alone Week” and other national publicity 

can handle one more client. By mail only. 
F. Lander Moorman, Douglas, Ga. 


FINE AGRICULTURAL ART 
John Andrews 1504 Dodge Omaha, Nebr. 


ATTENTION PUBLICITY DIRECTORS! 
Wanted—suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay—write, wire, 
phone—today for complete information-no 
obligation. Inc. 


Film Tells About 
New Stock Offering 


New YorK—A motion picture 
technique for informing securities 
dealers in various parts of the 
country about an offering of new 
securities and about the business 
of the issuing company was dem- 
onstrated here last week at the 
First Boston Corp. offices. 

The demonstration consisted of 
a 40-minute color-and-sound film 
dealing with an offering by the 
General Public Utilities Corp. of 
835,000 common shares of the 
Rochester Gas & Electric Co. 

Eight copies of the film have 
been made which will be shown 
to about 1,000 dealers at meetings 
in New York, Rochester, Boston, 
Philadelphia, Cleveland, Chicago, 
San Francisco and Los Angeles. 
Subsequent showings will be made 
in Pittsburgh, Hartford, Detroit 
and St. Louis. 


Joins Gartield & Guild 


Dick Neary, formerly in charge 
of customer relations in the San 
Francisco office of Butler Bros., 
has joined the copy department of 
Garfield & Guild, San Francisco. 


Photoswitch Names Stark 


Oscar S. Stark, formerly with 
Square D Co., Boston, has been 
named general sales manager of 
Photoswitch Inc., Cambridge, 


Mass. 


WHAT’S YOUR OUTLOOK 


. . . for the future, Mr. account 


work for? Would you like your 


HERE’S AN OPPORTUNITY 


be treated in strictest confidence. 


sibility of considerably increasing your earnings within the next 
few years? Could you become a partner in the company you now 


. . . to become a member of a going, growing ad agency ...a 
member in more than name only. 
owner, a stockholder with a hand in forming policies, deciding on 
salaries, bonuses, profits, as well as becoming a key man in plan- 
ning ad campaigns. This agency is mutually governed. Its growth is 
limited only by the ambition, energy and capabilities of its owners. 
. . . This is a bona fide offer, we'll guarantee that! Your reply will 


Box 7453, ADVERTISING AGE, 100 E. Ohio St., Chicago 11, Ill. 


executive? Can you see the pos- 


own business? 


A member who will be a mutual 


COPY MAN 
WANTED 


Young, aggressive creative 
copy man with general knowl- 
edge of graphic arts, copy and 
proofreading to assist in pro- 
duction of automotive sales 
promotion campaigns. Enthusi- 
asm, imagination and personal 
drive should be outstanding 
assets. Send samples with re- 
sume. Location: Large mid- 
western city. 

Box 7446 
Advertising Age 
100 E. Ohio St. 

Chicago, Ill. 


//P Avery _ 
P Rous Vote 


Sales or Administrative executive 
with ability proved by record. 
Wide experience in sales adminis- 
tration, promotion and merchan- 
dising, includes retail selling and 
direct sales of goods and services 
to retail channels, industrials and 
public agencies. Qualified for di- 
vision managership, gssistant to 
general sales manager, or general 
coordinator for to management. 
Comprehensive hnewloles of 
management problems in operat- 
ing and finance. Demonstrated 
judgment and ability to coordinate 
activities .. . direct and inspire 
personnel . . . make sound deci- 
sions. Can assume and carry out 
major responsibilities. Flexible. 
Seek opportunity for advance- 
ment. Age 39. . . College Graduate 
. . « Best references. x 7450, 


ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Ill. 


TOP FLIGHT AD MAN AVAILABLE 
Qualified for Adv. Mgr. or Agency 
copy-contact. Ten years experience 
in advertising, merchandising, sales 
promotion, public relations with 
AAA-1 corporations. Have adminis- 
tered budgets of over $2,000,000. 
Presently Adv. a: large midwest 
manufacturer. Mature executive 
with highly successful background. 
Plenty of energy, enthusiasm and 
creative talent. Age 35, married. 
Inquiries invited. Box 7448, AD- 
VERTISING AGE, 100 E. Ohio St., 


Chicago 11, Ill. 


_— 


Sales Promotion Manag:r 


... or Ass’t to Top Manage’! 


Recently Promotion Mgr. for leading Televi on 
Mfr. Two years with Nat'l Distiller. Ten year in 
Display and Point-of-Purchase fields wor 9 
closely with top companies. Know Sales (; 0d 
experience). Write effective copy, thorough knc ~!- 
edge of printing, production, typography, ©" 
layout, exhibits, etc. Trained artist, can 9 %k¢ 
fast crisp visuals. Experienced Dept. Store © 
motions. Creative. A hustler. Box 7452, AD\ £=?- 
TISING AGE, 11 E. 47th St. New York 17, N Y 


SOMEWHERE IN CHICAGOLAND ... 


Advertising agency or large manufacturer 
needs the broad consumer and industrial 
experience of this agency exec. v.p. and 
former adv. mgr. Age 40, married, able 
administrator, creative, copy, layout and 
production combined with common sense and 
sound thinking. Five figure salary. Write 
Box 7449, Advertising Age 


100 East Ohio St., Chicago 11, Il. 


POWERHOUSE 


WANTS TO MOVE 


Fast thinking, hard writing agency m 0 
Top-level producer of bedrock copy. G.0- 
erates powerhouse plans and ideas. Str: "¢ 
merchandising. Works well with clie ‘ 
Now copy chief. Wants to make char 2 
Box 7451, ADVERTISING AGE, 11 E. 4 th 
St., New York 17, N. Y. 
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‘Anti-Depression’ 
Store Promotion 
Pays Off in N. Y. 


New YorK—Five New York 
stores participating in “Anti-De- 
pression Week,” Aug. 22-27, 
boosted retail sales approximately 
42% by lowering prices 10%, it 
has been announced by Henry 
Modell, chairman, Smaller Busi- 
aess Men’s Association of New 
Jersey, New York and Connecti- 
cut. The report was presented at 
the end of a one-week “10% Off 
Present Prices” promotion. 

The association has planned its 
price cutting campaign in response 
to President Truman’s plea for 
lower prices through voluntary 
action to combat recession. 

Some stores cooperating in the 
association’s “blueprint for pros- 
perity” reported increase of con- 
sumer sales as high as 10%. A 
high percentage drop in the mar- 
gin of profits due to the discount 
accompanied the increase. Most 
customers reportedly “pyramided”’ 
purchases to get greater savings. 

In a cablegram to Harold F. 
Wilson, president of the board of 
trade at London, Aug. 11, Mr. 
Modell offered the blueprint plan 
plus free personal services in help- 
ing England develop a price re- 
duction program. No official reply 
has been received. 


Promotes Stratocruisers 


Northwest Airlines, St. Paul, has 
launched a drive in newspapers 
and magazines promoting travel 
in its new Stratocruisers. The cam- 
paign will use 12 national maga- 
zines, more than 100 newspapers, 
and travel agent and aviation 
publications. Newell-Emmett Co., 
New York, is the agency. 


Promotes Aluminum Awnings 


Koolvent Aluminum Awnings, 
Toronto, is using 900-line copy in 
three Toronto dailies featuring the 
air-cooled comfort of its alumi- 
num awnings for homes, stores, 
ete., and plans to extend the cam- 
paign to other cities later. Van 
Plew Advertising is the agency. 


KBTV Appoints Parrish 


Joe K. Parrish, formerly pro- 
duction manager and account ex- 
ecutive of J. B. Taylor Inc., Dallas, 
has been appointed director of ad- 
vertising and public relations of 
KBTV, Dallas television station 
which begins operations Sept. 17. 
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VENTH IN SERIES—A total of 
' Youthmore outlets throughout the 
‘cago Tribune territory was listed by 
Wilson Garment Manufacturing 
in the above full pagé sepia adver- 
ment placed Sept. 11 in the Tribune 
ogravure Color Picture section. It 
) the seventh in the series placed in 
Tribune roto section since Sept. 7, 
+7. Sixty-seven Youthmore dealers in 
Tribune territory placed and paid 
a total of 40,585 lines of advertising 
their own home town newspapers 
"g in with a previous page placed by 
® firm in the same medium. Arthur 
“yerhoff & Co. is the agency. 
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(Adv.) 


Dinion & DuBrowin Names 
Williams; Adds 2 Accounts 


Dinion & DuBrowin, New York, 
has appointed Cyril Williams as 
account executive. He was form- 
erly with Wilhelm-Laughlin-Wil- 
son & Associates, and before that 
was vice-president of White, Birk 
& Barnes Advertising. 

Caledonia Electronics & Trans- 
former Corp., Caledonia, N. Y., 
and Brooks Electronics, Elizabeth, 
N. J., have named the agency to 
handle advertising in business pa- 
pers. 


WENB Appoints Hale 


Philip B. Hale, Hartford sales- 
man for WKNB, New Britain, 
Conn., has been named supervisor 
of the sales department for the 
Hartford office of WKNB and 
WFHA, FM affiliate of WKNB. 
Charles Norwood, formerly an an- 
nouncer of WTHT, Hartford, has 
joined the commercial department 
of WKNB, succeeding James F. 
Clancy Jr., who has resigned. 


New Sears’ Catalog Offers 
‘Over 800 Price Cuts’ 


Sears, Roebuck & Co. offered 
its catalog customers “over 800 
price cuts” in a new 354-page 
midseason fall book distributed 
last week. In addition, Sears said, 
the bargains include more than 
1,800 articles presented for the 
first time, “and nearly 600 of them 
set new low prices.” 

The price cuts are offered on 
such seasonal merchandise as 
stoves and heaters, aluminum roof- 
ing and siding, furniture, chil- 
dren’s underclothing, slippers, 
shoes, corsetry, cotton flannel, 
broadloom carpets, bedspreads, 
pressure cookware, bicycles, ward- 
robes, shotguns, workshop tools 
and car heaters. 


Kelly & Lamb Agency Moves 


Kelly & Lamb Advertising 
Agency, Columbus, O., has moved 
to larger quarters in the Ohio 
State Federal Savings & Loan 
Bldg., 85 E. Gay St. 


OVERLOADED? 
Let Me Carry The Ball! 


4 creative detail man is now available. Young 

enough —- 35 — to think and write creatively. 
Old enough in advertising and financial experience to 
be of great value to top management. Has a flair for 
the dramatic—instilled by years spent in radio adver- 
tising—and a keen administrative ability acquired in 
Wall Street. 


Salary, $8000. N.Y.C. Preferred 
Box 7447, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
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This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications ° 
and General Printing 


PRINTING PRODUCTS CORPORATION has system. No 
orders get lost or sidetracked. Each order is assigned to 
an experienced executive who watches and follows the 


order from the beginning to delivery. 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, 
rates PRINTING PRODUCTS CORPORATION and 
ASSOCIATES over One Million Dollars highest standing. 


PRINTING PRODUCTS CORPORATION always gives proper 


quality, quick delivery, and right prices. 


We Solicit Your Printing Orders and Will Serve You Well 


9 ~roduct 


(THE FORMER ROGERS AND HALL COMPANY) 
PRINTERS 


Artists «+ Engravers «¢ Electrotypers 


Management Advisor 
L. C. HOPPE 
Vice Chairman 

and Managing Director 
A. BR. SCHULZ 


dent 
Director of Sales 


Telephone WAbash 2-3380 — Local and Long Distance “eee 
Polk and La Salle Streets, Chicago 5, Illinois W. & FREELI 


Should Know What 
y- UC PRINTING PRODUCTS CORPORATION 


Can De For “Them 


Ss 


A large, efficient ond completely 
equipped printing plant. 
(The former Rogers & Hall 


Company plant) 


Relieve yourself of all 
anxiety and worry. Place 
your printing orders with 
PRINTING PRODUCTS 
CORPORATION. 


Our plant and organiza- 
tion give special services 
and furnish advantages 
too varied to mention in 
this advertisement. 


Coporation 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 
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Eastman House Opens Nov. 9 


George Eastman House, Ro- 
chester, N. Y., which is expected 
to become a world center for the 
demonstration of photography as 
an art and science, will be opened 
to the public Nov. 9, according to 
Dr. C. E. Kenneth Mees, president. 


' The house, built by the photo- 


graphic pioneer, has been approved 
by New York state officials as an 
independent educational institute. 
It will house both historical and 
contemporary exhibits of photo- 
graphy in science and industry. 


' Street & Smith to S-M News 


Street & Smith Publications, 


| New York, has switched from 


American News Co. to the S-M 
News Co., New York, for distribu- 
tion to newsstands, effective Oct. 


$i. 


. 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


teawe Fall Company. 


11 EAST WALTON PLACE 
CHICAGO I1 


Type Makers Meet 
Sept. 20; to Okay 
Best New Designs 


New Yorx—tThe National Board 
of Printing Type Faces, organized 
under the auspices of the Adver- 
tising Typographers Association in 
1929, will meet Sept. 20 to recom- 
mend the best designed type faces 
for advertising purposes of 191 
submitted by various type manu- 
facturers. 

The board has met periodically 
for 20 years. It suspended com- 
pletely during the war, when new 
type faces were not being cast. The 
coming session will be the first 
for type classification in the post- 
war period. 

As in the past, the board will 
classify these types into three cate- 
gories: The round serif group, the 
flat serif group and the sans serif 
group. 


es In the past, when a populartype 
face was placed on the market by 


one manufacturer, it was imme- 
diately imitated and slightly 
changed by other manufacturers, 
which confused buyers of type 
and added to composition costs. 

To prevent a repetition of this 
practice in the future, the board 
in a recent statement said that it 
would like type manufacturers to 
feel free to submit their designs 
before they cut their punches so 
as to get the benefit of the board’s 
suggestions on designs intended to 
be cut. 


Kendall Foods to Miner 


Kendall Foods Inc., Los Angeles, 
Kendall Five’s dog biscuits, has 
appointed Dan B. Miner Co., Los 
Angeles, to handle its advertising. 
Initial plans call for test cam- 
paigns in two California markets, 
preliminary to expansion through- 
out the West Coast. 


Launches ‘Columbia Press’ 


Columbia Press, published 
monthly in Astoria, Ore., made its 
first appearance Sept. 1. The new 
publication is published by Oke 
Zatterlow. 


Advertising Age, September 12, 1949 


Whisky Aged in Old 
Casks May Be Sold 
on Compromise Plan 


WaASHINGTON—Treasury Depart- 


ment’s Alcohol Tax Unit has 
suggested a compromise labeling 
rule to relieve distillers who have 
been barred from marketing whis- 
kies aged in reused cooperage 
during the wartime shortage per- 
iod. 

The latest Treasury proposal 
would facilitate the sale of the 
wartime product, provided it is 
aged at least 18 months in new 
charred oak barrels. 

In fixing Oct. 3 as the date for 
hearings on the compromise plan, 
Treasury said it is disregarding 
proposals discussed last month 
which would permit distillers to 
move ahead immediately with the 
sale of whiskies aged in reused 
cooperage. 

At the hearing held on July 11 
and 12, Treasury learned that a 
substantial amount of the con- 


Foreign Service produces exceptional returns on mail 
order copy because it goes to America’s most buying- 
minded audience. Exclusively home-delivered, Foreign 
Service reaches more than one million readers monthly 
(A.B.C.)—most of whom are World War II veterans, 
“acquiring age” readers who are now in their prime 


buying period. 


It takes a lot of buying to get homes and families 
started. Readers of Foreign Service are in the market for 
products of every description — food, clothing, home 


furnishings, appliances, 


etc. 


Excellent response to a wide variety of mail order copy 
proves that Foreign Service does a bang-up selling job. 
It literally “pulls its head off,” say many cost-conscious 
mail order advertising managers. 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17, N. Y. 
William M. Price, 617 Montgomery St., San Francisco, Calif. 


Foreign Service 


(THE V.F.W. MAGAZINE) 


Pulls its head off 


on mail order copy! 


Foreign Service is read by men and women with intense 
reader interest. No other publication follows the dictates 
of subscriber-owners more closely—that’s why Foreign 
Service readers get the editorial pattern they want. And 
that’s why ads as well as editorial features find immediate 


acceptance in Foreign Service, 


That Foreign Service advertising pays has been proved 
by such smart space buyers as International Correspon- 
dence Schools, National Bellas Hess, Zenith Radio Corp., 
Franklin Institute, Corcoran, Inc., Mutual Life Insur- 
ance Co., Warner Electric Co., Wallace Brown, Inc., 
Corona Watch Sales Co., Fyr-Fyter, and many others. 
Phone or write today for convincing factual proof that 
Foreign Service advertising can sell more goods for you! 


Founded in 1913 


MAGAZINE 


Broadway at 34th, Kansas City 2, Missouri 


® , * 
THE V.F.W. 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


e@ Renick Averill, 427 West Fifth St., Los Angeles, Calif. 


7 Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, Ill. 


LOOK OVER TROPHY—Ralph R. Towne, 
sales promotion manager, Rheem Mfg. 
Co., New York, and James F. Donnelly, 
marketing director, A. O. Smith Co., 
Kankakee, Ill., inspect the “Court of 
Flame” trophy which symbolizes the 
nationwide campaign launched by the 
Gas Appliance Manufacturers Association 
to push sales of gas water heaters. 


troversial whisky is controlled by 
Publicker. Alcohol Tax Unit said 
Wednesday that it would not be 
in the interest of consumers to 
relax labeling restrictions, as the 
aged-in-reused-cooperage product 
could pass as “aged” American- 
type whisky. 


a The new proposal provides: 

1. That American-type whisky, 
other than corn, must be aged at 
least 18 months in new charred 
oak barrels. 

2. After it has been aged 18 
months in new charred oak barrels, 
the whisky may claim age for 
any combined period of storage in 
new and used barrels, provided the 
label specifically includes a state- 
ment of the age acquired in used 
charred oak barrels. 

Most of the big distillers oppose 
marketing of whisky “aged” in 
reused cooperage. They claim that 
they curtailed their operations 
during the war rather than resort 
to reused cooperage, never pre- 
viously acceptable for “aging” 
purposes. 

Publicker and others with whis- 
ky in reused cooperage contend 
that the product is acceptable, and 
that the investments were made 
in the face of wartime conditions. 


New Haire Publication Out 


Haire Publishing Co., New York, 
has announced the publication of 
the first issue of Handbags & Fash- 
ion Accessories. The new publica- 
tion is a consolidation of Handbag 
Buyer and Fashion Accessories, 
both Haire publications. 


READER 
AVAILABILITY 


— we call it! 


89% of the readers of the St. 
Petersburg TIMES, represent- 
ing 93.8% of this market's 
potential buying power, live 
not more than 20 minutes re- 
moved from any outlet of the 
national advertiser. 


Here is SPEED, ACTION, NO 
WASTED TIME OR DISTANCE 
between BUYING IMPULSE 
and POINT OF SALE. 


That's why we call it 
READER AVAILABILITY — and 
Reader Availability MAKES 
SALES in St. Petersburg, Amer- 
ica’s NEWEST 100,000 MAR- 
KET! 


ST. PETERSBURG © FLORIDA 


bey TIMES sexéer 


Represented by 
Theis & Simpson Co., Inc. 


New York Detroit Atlanta Chic 
Vv. J. Obenover, Jr. in Jacksonville, 
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Crey Predicts 
$10 Billion Ad 
Cutlay by 1960 


New York—A total national ad- 
vertising budget of $10 billion a 
year by 1960 is predicted in the 
current issue of “Grey Matter,” 
monthly news bulletin of the Grey 
Advertising Agency. The predic- 
tion is based on about 3% of an 
estimated $320 billion production 
of goods and services in ten years. 

Headed “$40 billions for plant— 
how much for advertising?” the 
agency asserts that by the “end 
of 1949, industry will have invested 
some $40 billion for plant and 
equipment.” 

Since the end of the war, says 
the pamphlet, “industry .has in- 
vested perhaps $4 billion more 
than during the preceding years 
for everything that comes under 
the heading of advertising (which 
includes many distant cousins!). 
That’s $10 for new plant against 
$1 for ‘new’ advertising. 

“The advertising figure isn’t 
enough. Not nearly enough. It 
wouldn’t be enough if the percent- 
age of sales invested in advertis- 
ing had been keeping pace with 
industry’s output. It certainly 
isn’t enough when we realize that 
percentage has slipped steadily for 
the last 20 years. And in 1949 the 
percentage of that slip has accel- 
erated... 


s “Shouldn’t we begin to assay 
the high cost of low-ratio invest- 
ments in advertising? 

“Is $10 billion for national ad- 
vertising too much? Surely 3% 
for national advertising is not un- 
economic. Well, 3% of $320 billion 
is roughly $10 billion. We believe 
that in ten years national adver- 
tising will require, and will get, 
$10 billion annually... 

“Every dollar for production 
must be matched with a dollar for 
distribution. And of that dollar 
for distribution, a more liberal 
share must go for advertising. 

“Advertising must get a larger 
share of the distribution dollar be- 
cause advertising must pull a 
mounting share of the distribution 
load. That is necessary because the 
concentration of retail volume in 
afew hands, plus the fundamental 


ee ? 
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trend among giant retailers toward 
robot techniques, makes pre-sell- 
ing the new major tool in selling. 


s “It used to be that the retailer 
created demand. He no longer does, 
and that is particularly true of the 
giant retailer. 

“The mass retailer simply sup- 
plies demand. He supplies demand 
with ever-growing efficiency, as 
indicated in the steady drop in the 
time-per-transaction. But all of 
his techniques are based on self- 
propelled merchandise; merchan- 
dise that moves itself—pre-sold 
merchandise. 

“The job of selling the public is 
now almost 100% the producer’s, 
particularly with reference to 
manufacturer's brands. Conse- 
quently, manufacturers must do 
more selling to move merely a 
stationary rate of output. Clearly, 
every increase in output must be 
matched by an increase in selling 
power.” 


New Smith-Corona 
Portable Ads Start 


Syracuse—L. C. Smith & Co- 
rona Typewriters broke a cam- 
paign last week to introduce its 
new 1950 Smith-Corona, described 
as “the world’s fastest portable 
typewriter.” 

The campaign will use business 
papers and six magazines. First 
insertion is a four-color spread in 
This Week Magazine Sept. 11. 
Following are pages and spreads 
in four colors in Life, Look, Seven- 
teen and The Saturday Evening 
Post, and one-page b&w ads in 
Scholastic throughout the fall. 

An extensive merchandising job 
will support the campaign. Dealers 
will receive a portfolio containing 
complete window displays, counter 
displays, ad reprints, mats, pre- 
pared radio commercials, mailing 
pieces, and a plan book to aid in 
setting up a sales drive. 

Newell-Emmett Co., New York, 
is the agency. 


McCutcheon’s Picks Irish 


McCutcheon’s, New York, has 
picked Ned T. Irish to head the 
store’s advertising department, ef- 
fective Oct. 1. Mr. Irish has been 
a division promotion manager with 
J. L. Hudson & Co., Detroit, and 
before that was publicity director 
for Bonwit Teller. McCann-Erick- 
son, New York, has handled the 
account for nearly 50 years. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings we 
207 North Michigan, Chicago 


FRanklin 2-5854 


®eeeeeeseesenepeeee#eteeeeeee @ 


TO BUILD BIGGEST SALES! 


Special markets often represent untapped reservoirs of new or expanded sales i | 
volume for your product. But it takes more than a routine, run-of-the-mine ap- 
proach to divert the main flow of that buying stream your way. To get a quick 

and generous return from your ire you'll need the kind of market-slanted 
treatment INLAND can give you—drawing upon our unsurpassed collection of 
photographs and original art (or, where the situation warrants, upon an entirel 

new suggestion devised by our master designers) for just the right note whic 
your special market likes and will respond to. i 


And INLAND, completely up to the minute in large-scale facilities, but old in 
experience with Point of Purchase display-making for sellers in every field, tips 
its hat to nobody when it comes to workmanship. Call us in on your selling pro- 
gram—you'll like the way we work! 


328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal cities * 
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ing Park division in Philadelphia. 
He succeeds Theodore Mungen, 
who has retired after 30 years’ 
service with the company. 


Budd Appoints Jackson 

H. C. Jackson has been named 
in charge of all sales for the spe- 
cialty division of Budd Co.’s Hunt- 


CORNY? 
WIBW advertisers don't think our 


methods of selling to farmers are 
corny. Not when they check sales 
figures in Kansas and nearby states. 
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Student Loyalties 
to Apparel Brands 


Shown in Survey 


New YorkK—Students in 44 
schools throughout the country 
buy clothing apparel largely on the 
strength of brand names, accord- 
ing to the latest survey by the Stu- 
dent Marketing Institute of New 
York for Brand Names Founda- 
tion. 

The study, covering some 1,800 
undergraduates, discloses that 
from 36.7% to 76.8%, depending 
on the item, will turn down mer- 
chandise unless it bears the brand 
name in which they have confi- 
dence. 

Among apparel items, shirts 
were the most strongly entrenched, 
with 76.8% voting down those 
without a label. Shoe brands were 
a close second with 73.2%. Other 
brand indices were: hats, 62.2%; 
sweaters, 50.4%; underwear, 49%; 
suits, 44.7%; personal jewelry, 
43.8%; socks, 41.9%; overcoats, 
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39%; and neckties, 36.7%. 


s The private label or store rec- 
ommendation still has its greatest 
influence in the sale of overcoats, 
according to the survey. Dealers’ 
recommendations polled 54%. 

Major “convenience items” 
which substantial segments of the 
student market buy at the nearest 
store, rather than primarily by 
brand or dealer, were: neckties, 
in the purchase of which conven- 
ience was first with 28.3%; socks, 
28.2%, and underwear, 26.4%. 

Brand loyal segments were as 
high as 93% in the instance of 
hair tonic, and 89.4% in the pur- 
chasing of razor blades. Radios 
claimed loyalty of 89.2%. 


Ad Club Opens A&S Course 


The 26th annual advertising and 
selling course of the Advertising 
Club of New York will open Oct. 
10 with a schedule of 27 lectures. 
Clinics will be held on sales pro- 
motion, better selling, copy, radio 
and television, advertising pro- 
duction, sales and research. 


“INTIMATE ROMANCES 
for me” 


“make mine 
MOVIE STARS PARADE” 


Women’s 


EVEN MORE THAN BEFORE... 
THEY’RE BUYING IDEAL! 


iy ( 


Cireulation Gain 


FIRST HALF OF 49 over ‘48 


Magazine sales, like the sales of most mer- 
chandise, are leveling off to a postwar par. 


But not the sales of Ideal’s two romance and 


two movie magazines. 


For the first half of '49, as for the second half 
of '48, Ideal leads the four other women’s groups 
in per cent of gain over the corresponding period 


of the preceding year. 


In numbers it means: 


An average monthly gain of 141,268 copies. 
A six months’ gain of 847,608. 
A six months’ bonus of 958,626. 


Five screen-romance women’s groups showed the following gains 
and losses in net circulation for the first half of '49 compared 
to the first half of "48, according to publishers’ estimates: 


Group A (up) . 
Group B (up) .... 
Group C (down) 
Group D (down). . . 


IDEAL (up) eeeeee 


oc e +9.3% 
+5.7% 
+3.5% 
— .2% 
—9.5% 


WM. M. COTTON, Publisher 


Ideal 


Group 


Ideal Publishing Corp. 
295 Madison Ave. 
New York 17, N. Y. 


INTERNATIONALLY DISTRIBUTED BY PUBLISHERS DISTRIBUTING CORP. 


NAB Enlists Total 
of 32 Video Outlets; 
Adds Two Directors 


WASHINGTON—Thirty-two tel, 
vision stations are now membe 
of the National Association 
Broadcasters and steps are bei) 
taken to give them official repr: 
sentation through election of tv 
new board directors. 

The association’s by-laws prv- 
vide for representation of the video 
outlets as soon as 25 active men.- 
bers are enlisted, NAB headquar- 
ters pointed out, and the board 
decided to add the two new direc- 
tors. 

The board recently set up a new 
video division and announced the 
plan for television station mem- 
bership. Under this program, a 
station associated with an NAB 
radio member may.join the asso- 
ciation for dues of $10 monthly; 
video stations not connected with 
audio members must pay $125 
monthly. 


SO t+ OO ee w i 


a G. Emerson Markham, formerly 
manager of the General Electric 
video station, WRGB, Schenectady, 
N. Y., took over his new duties 
this week as director of NAB’s 
video division. The group whuse 
activities he will head includes 
the network stations of NBC, 
Crosley and Don Lee, as well as 
individual companies. 

The 32 video stations already 
members of NAB include: 

KFI-TV, Los Angeles; KNBH, Holly- 
wood; KRLD-TV, Dallas; KSL-TV, Salt 
Lake City; KTSL, Hollywood; WBAP-TV, 
Fort Worth; WBNS-TV, Columbus, 0 
WBTV, Charlotte; WCBS-TV, New York; 
WDEL-TV, Wilmington, Del.; WDSU-TV, 
New Orleans; WFBM-TV, Indianapolis; 
WFMY-TV, Greensboro, N. C.; WGAL- 
TV, Lancaster, Pa.; WHAS-TV, Louisville: 
WHBF-TV, Rock Island, Ill.; WJAC-TV, 
Johnstown, Pa.; WLW-C, Columbus, 0.; 
WLW-D, Dayton, O.; WLW-T, Cincinnati; 
WMAR-TV, Baltimore; WMCT, Memphis; 
WNBK, Cleveland; WNBQ, Chicago: 
WNBT, New York; WNBW, Washington: 
WNHC-TV, New Haven, Conn.; WOIC, 
Washington; WOW-TV, Omaha; WRGB, 
Schenectady; WTAR-TV, Norfolk, and 
WTCN-TV, Minneapolis. 


Express Company Adds New 
Department; Appoints Four 


Railway Express Agency, New 
York, has created a new. depart- 
ment to cover both personnel and 
public relations activities. Albert 
M. Hartung has been named vice- 
president in charge of the new de- 
partment. 

E. W. Hull, general manager of 
public relations and sales, has been 
named assistant vice-president in 
charges of sales. O. G. Swenson, as- 
sistant to the vice-president of 
traffic, ha:: been appointed to the 
newly created position of assistant 
vice-president in charge of trafic 
Victor Dell Aquila, supervisor of 
public relations and sales, has |: cen 
made advertising manager. 


To Gottschaldt, Morris 
Delray Beach, Fla., Cha: 
of Commerce has placed its 
vertising with Gottschaldt, M 
& Slack, Miami. Newspapers, : 
azines and direct mail wil 
used in a winter campaign. 


ber 
ad- 
rris 
\ag- 
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Joins Allen & Clenaghen 

Larry H. Lau, free-lance w 
has joined Allen & Clena; 
Portland, Ore., agency, as assi:! 
director of the promotion and 
licity department. 


ANPA Recognizes Bass 

Bass & Co., New York agi 
has received recognition fron 
American Newspaper Publi: 
Association. 


illinois 


Mount Morris . 
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Mail Order Network 
|Much ‘Encouraged’ 


blades. Mail order products started 
Aug. 29 on WOR. 

Harold Kaye, president of the 
network, which usually pays its 
affiliates on a per inquiry basis, 


weekly. Most of his outlets are 
network affiliates, he said. Pay- 
ment to the station will be from 
50% up on items sold. 


Mail Order, located at 1440 


rai 

* 
Sai 
pete 

re 


Delay AFA District Parley 

The sixth district, Advertising 
Federation of America, meeting 
originally scheduled for Sept. 30 
in Racine, Wis., has been moved 
back to Nov. 4-5. 


* a es - * oo 
bd Valuable time, ‘below ceiling"’ rates, ° 
ready for early occupancy. Agent, 

e Paul Raymer and Company. Owner 
KIOA, Des Moines, lowa. You can't @ 
go wrong with Des Moines’ only 10,- 

- 000 watt* station. It will serve your 
needs admirably in lowa's abundent @ 
market. Coverage maps, schedules 
and availabilities are yours for the 

@ asking, ... any Poul Raymer @ 

man or write direct to KIOA, Des 

Moines, lowa. 

*10,000 Watts day, 5,000 Watts night 


The 
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Ts Y WOR's Results declined to reveal the call letters} Broadway, plans to handle about 
tele. Sept. 11-15. Advertising Specialty Na-| NNEW YORK—The Mail Order Net-| of its stations. 30 advertisers at one time. 
smbe's ‘ onal yaw age Mg sng a work last week was “encouraged 
on of a PAGE SOON EMD MENS —| beyond all expectation” by initial} = Among the larger markets,| Flack Gets China Account 
being Sept. 12-13. National Association of | results for the products plugged on| which he says will be represented, Iroquois China Co., Syracuse, N. 
repre - Maden we 30th ae —— WOR'’s “Big Joe’s Happiness Club.” | are Chicago, Boston, Buffalo, Phil- Y., has appointed Flack Advertis- 
of two ay a eee ee *| The night-owl show, first to uti-|adelphia, Baltimore, Washington, ing Agency, Syracuse, to direct the 
Sept. 15-17. Controlled Circulation | lize the network’s service, which| Atlanta, Miami, Denver, Birming-| national advertising and sales pro- 
S$ pro- Newspapers of America, annual con-|bows in major markets on Sept.|/ham, Des Moines, San Diego,|™otion of Russell Wright casual 
video ff salon Edgewater Beach Hote Chicas 19, drew mall response from lis-|Rochester, Albany, Jacksonville, china, Crane china and Troquois 
ach ? ing Federation of America, Baton Rouge, — from Maine and Vermont to nag ae pe Minis in the mail or- <tas 
quar- La. outh Carolina. A college student | der belt of Virginia and the Caro- , 
board Sept. 17-20. Mail Advertising Service : li . Named Mergenthaler V. P. 
oa from Pontiac, Mich., telephoned | linas. : 
di Association International convention, Con- , . . , “a Harry W. Porte, formerly direc- 
apec- gress Hotel, Chicago. an order for six pairs of Chicago| Stations must carry a minimum] ;,) o¢ sales for Mergenthaler Lino- 
Sept. 18-20. Tenth district, Advertising| hose. A man from Lewiston, Me.,| of five hours programming week- type Co., Brooklyn has been ap- 
a new relation Pt Biltmore Hotel,/ called to talk to “Big Joe” Rosen-|ly. Kaye said the average outlet pointed ‘vice-president in charge 
ed tne Sept. 18-20. New York State Publishers | field and place an order for razor| plans to air from 15 to 20 hours| of sales for Mergenthaler. 
mem - Association, annual meeting, White Face 
‘am, 4a Inn, Lake Placid, N. Y. . 
NAB Sept. 21-23. Direct Mail Advertising 
7 a Association, annual conference, Congress 
> @Ss0- Hotel, Chicago. 
onthly; Sept. 29-30. Newspaper Advertising 
d with Managers’ Association of Eastern Canada, e | 
r $125 second annual convention, Mount Royal 
Hotel, Montreal. 
Sept. 30-Oct 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 
See Oct. 4-5. Annual eastern conference of 
coor American Association of Advertising (es > 4 3 “BES IR ES” 
lect : } ancisco’s r CIRCL 
duties . ' 
<< | MEW Subscription Order Form 
whose 1, ii eee 
icludes 
A’ f Please enter immediately my subscription to 
reas § 2AVErtising Age for, 
non. | CO Ome Year at $3.00 [) Two Years at $5.00 [| Three Years at $6.00 
al 
sf, () Payment enclosed [7 Bill me later (7) Bill my firm 
bus, O 
w York; 
»su-TV, § Name i. Title. 
anapolis; 
WGAL- 
yuisville; Firm 
JAC-TV, 
bus, 0O.; 
neinnati; Street 
femphis; . 
Chicago: Zone__State__ 
hington; City ; 
WOIC, 
wsc® | ADVERTISING AGE ~- 100 EAST OHIO STREET 
a ee eee ee) ee sr oe 
ica, 63rd annual convention, Biltmore 
New Hotel, Los Angeles. 
ur Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
y, New § vention, Hotel Book-Cadillac, Detroit. 
depart- March 28-31, 1950. Premium Advertising 
nel and Association of America, 17th annual na- 
Albert tional premium buyers exposition and 
d vice- conference, Stevens Hotel, Chicago. 
i April 11-12, 1950. Annual symposium 
ew Ce- Band exhibit, Point of Purchase Advertis- 
' ing Institute, Waldorf-Astoria Hotel, New 
ager of MH York. 
as been 
dent in 
son, as- 
lent of 
. to the 
ssistant . ~s 
traffic 
risor of 
as been Families are bigger...live better... 
Vow serving ~~ have extra spending money in the suburbs, 
ing Pub- 
har ber her, Mane. 3H icle’ 
its ad- ff) ‘ewer ond where The Chronicle's a top salesman 
Morris “= 
PS, 1 1a8- %° N : . 
wil! be OSPERING OFFSHOOT of Macy’s New York, Macy’s San Fran- 
| cisco in 1948 placed 51% more linage in The Chronicle than 
: in the other morning newspaper—40% more in The Chronicle than 
writer _ in the two evening newspapers COMBINED. But then 
_ tan Trading Zone Shoppers Chronicle is first choice regularly with our sales-minded depart- 
ASS] >. . . ’ * 7 
nd >ub- 12 PAGES carry FATTER purses ment stores. The Chronicle’s trading zone coverage ...plus adequate 
4 COLORS ; Sth top-neighborhood city circulation ...make this “add up” to smart 
Six out of every $10 available for spending in hedul; 
+ iii Gea the San Francisco market are controlled by scheduling. 
agt r: Fostern Points families in the 8-County trading zone surround- 
bli: be ing San Francisco—(Sales Management's 1949 
i od Paper Furnished copyrighted survey). 
—— So dollars spent with San Francisco's depart- 
. ment stores and specialty shops . . . and dollars San Fr 
spent at community food stores out in our trad- 
* ‘ata Saale af D 
tetes Ondaud eamunias ing zone — often oven out of the same purses 
ANY QUANTITY The seer is #1 advertising — yee 1 
= 3 ‘rancise “i st ae: s “alty 
ANY SIZE San Franci co department store = - ; j 
UP TO 4 COLORS shops. There must be a good moral here for 
national brand food advertisers! 
104 CHARLES AVE. | 
SYRACUSE 9, N.Y. 
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Budd Appoints Jackson 

H. C. Jackson has been named 
in charge of all sales for the spe- 
cialty division of Budd Co.’s Hunt- 


ing Park division in Philadelphia. 
He succeeds Theodore Mungen, 
who has retired after 30 years’ 
service with the company. 


CORNY? 


WIBW advertisers don't think our 
methods of selling to farmers are 
corny. Not when they check sales 


figures in Kansas and nearby states. 
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Student Loyalties 
to Apparel Brands 


Shown in Survey 


New YorkK—Students in 44 
schools throughout the country 
buy clothing apparel largely on the 
strength of brand names, accord- 
ing to the latest survey by the Stu- 
dent Marketing Institute of New 
York for Brand Names Founda- 
tion. 

The study, covering some 1,800 
undergraduates, discloses that 
from 36.7% to 76.8%, depending 
on the item, will turn down mer- 
chandise unless it bears the brand 
name in which they have confi- 
dence. 

Among apparel items, shirts 
were the most strongly entrenched, 
with 76.8% voting down those 
without a label. Shoe brands were 
a close second with 73.2%. Other 
brand indices were: hats, 62.2%; 
sweaters, 50.4%; underwear, 49%; 
suits, 44.7%; personal jewelry, 
43.8%; socks, 41.9%; overcoats, 


39%; and neckties, 36.7%. 


ws The private label or store rec- 
ommendation still has its greatest 
influence in the sale of overcoats, 
according to the survey. Dealers’ 
recommendations polled 54%. 

Major “convenience items” 
which substantial segments of the 
student market buy at the nearest 
store, rather than primarily by 
brand or dealer, were: neckties, 
in the purchase of which conven- 
ience was first with 28.3%; socks, 
28.2%, and underwear, 26.4%. 

Brand loyal segments were as 
high as 93% in the instance of 
hair tonic, and 89.4% in the pur- 
chasing of razor blades. Radios 
claimed loyalty of 89.2%. 


Ad Club Opens A&S Course 


The 26th annual advertising and 
selling course of the Advertising 
Club of New York will open Oct. 
10 with a schedule of 27 lectures. 
Clinics will be held on sales pro- 
motion, better selling, copy, radio 
and television, advertising pro- 
duction, sales and research. 


OMANCES 


Sn 


“make mine 
MOVIE STARS PARADE” 


oh 


Women’s 


EVEN MORE THAM REFMODOE....., 
THEY’RE BU ; : 


Advertising Age, September 12, 194) 


NAB Enlists Total 
of 32 Video Outlets: 
Adds Two Directors 


WASHINGTON—Thirty-two tel:- 
vision stations are now membe:s 
of the National Association of 
Broadcasters and steps are being 
taken to give them official repr: - 
sentation through election of two 
new board directors. 

The association’s by-laws pr. - 
vide for representation of the vid«o 
outlets as soon as 25 active men.- 
bers are enlisted, NAB headquar- 
ters pointed out, and the board 
decided to add the two new direc- 
tors. 

The board recently set up a new 
video division and announced the 
plan for television station mem- 
bership. Under this program, a 
station associated with an NAB 
radio member may.join the asso- 
ciation for dues of $10 monthly; 
video stations not connected with 
audio members must pay $125 
monthly. 


a G. Emerson Markham, formerly 


manager oaf_ tha Canerel  TPle-t~'i. 


; 


FIRST CLASS 
Permit No. 95 
ec, 510 P. L. 6 R) 
CHICAGO, ILL. 


BUSINESS 
No 


REPLY CARD | 
Postage Stamp Necessary if Mailed in the United States | 


Cirei 


FIRST HAL | 


— POSTAGE WILL BE PAID BY — 


Advertising Age | . 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS . 


Magazine sales, like the sales of most mer- 
chandise, are leveling off to a postwar par. 


But not the sales of Ideal’s two romance and 


two movie magazines. 


For the first half of '49, as for the second half 
of '48, Ideal leads the four other women’s groups 
in per cent of gain over the corresponding period 


of the preceding year. 


In numbers it means: 


An average monthly gain of 141,268 copies. 
A six months’ gain of 847,608. 
A six months’ bonus of 958,626. 


Five screen-romance women’s groups showed the following gains 
and losses in net circulation for the first half of '49 compared 
to the first half of '48, according to publishers’ estimates: 


IDEAL (up) . - 


Group A (up) . ' 
Group B (up) .... 


Group C (down) 
Group D (down) 


- + 9.3% 
+5.7% 
+3.57% 
— .2% 
—9.5% 


WM. M. COTTON, Publisher 


Ideal 


Group 


INTERNATIONALLY DISTRIBUTED BY PUBLISHERS DISTRIBUTING CORP. 


Ideal Publishing Corp. 
295 Madison Ave. 
New York 17, N. Y. 


. 


; 


Express Company Adds New 
Department; Appoints Four 

Railway Express Agency, New 
York, has created a new. depart- 
ment to cover both personnel and 
public relations activities. Albert 
M. Hartung has been named vice- 
president in charge of the new de- 
partment. 

E. W. Hull, general manager o/ 
public relations and sales, has been 
named assistant vice-president in 
charge of sales. O. G. Swenson, as- 
sistant to the vice-president of 
traffic, ha:: been appointed to the 
newly created position of assistant 
vice-president in charge of tra‘fic 
Victor Dell Aquila, supervisor of 
public relations and sales, has | cen 
made advertising manager. 


To Gottschaldt, Morris 

Delray Beach, Fla., Chan ber 
of Commerce has placed its ad- 
vertising with Gottschaldt, M »rris 
& Slack, Miami. Newspapers, : 1a8- 
azines and direct mail wil! be 
used in a winter campaign. 


Joins Allen & Clenaghen 

Larry H. Lau, free-lance w: ite!, 
has joined Allen & Clenaghen, 
Portland, Ore., agency, as assi-*tal! 
director of the promotion and »ub- 
licity department. 


ANPA Recognizes Bass 

Bass & Co., New York agénc) 
has received recognition fron the 
American Newspaper Publi: 1e% 
Association. 
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Sept. 
tonal Association, 46th annual conven- 
ton and trade show, Palmer House, Chi- 
(ago. 

Sept. 12-13. National Association of 
Magazine Publishers, 30th annual meet- 


11-15. Advertising Specialty Na- 


ing, Essex and Sussex, Spring Lake 
Keach, N. J. 

Sept. 15-17. Controlled Circulation 
Newspapers of America, annual con- 


vention, Edgewater Beach Hotel, Chicago. 

Sept. 17-18. Seventh district, Advertis- 
ing Federation of America, Baton Rouge, 
La. 
Sept. 17-20. Mail Advertising Service 
Association International convention, Con- 
gress Hotel, Chicago. 

Sept. 18-20. Tenth district, Advertising 
Federation of America, Biltmore Hotel, 
Oklahoma City, Okla. 

Sept. 18-20. New York State Publishers 
Association, annual meeting, White Face 
Inn, Lake Placid, N. Y. ‘ 

Sept. 21-23. Direct Mail Advertising 
Association, annual conference, Congress 
Hotel, Chicago. 

Sept. 29-30. Newspaper Advertising 
Managers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30-Oct 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 4-5. Annual eastern conference of 
American Association of Advertising 
Agencies, Hqtel Roosevelt, New York. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 

Oct. 17-18. Inland Daily Press Associa- 


tion, annual meeting, Congress Hotel, 
Chicago. 
Oct. 18-19. Agricultural Publishers As- 


sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-21. Association of Canadian Ad- 
vertisers, 35th annual convention, Royal 
York Hotel, Toronto. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 


Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 


Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 13-17. Printing Industry of Amer- 


ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 
Nov. 29-Dec. 2. Outdoor Advertising 


Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 


SYRACUSE 


OLOR PRESS 


Now serving 
‘cading Pub- 


12 PAGES 
4 COLORS 


festern Points 


ANY QUANTITY 
ANY SIZE 


UP TO 4 COLORS 


RACUSE COLOR PRESS, Inc. 
104 CHARLES AVE. 
SYRACUSE 9, NLY. 


Mail Order Network 
Much ‘Encouraged’ 
by WOR’s Results 


New YorK—The Mail Order Net- 
work last week was “encouraged 
beyond all expectation” by initial 
results for the products plugged on 
WOR'’s “Big Joe’s Happiness Club.” 

The night-ow! show, first to uti- 
lize the network’s service, which 
bows in major markets on Sept. 
19, drew mail response from lis- 
teners from Maine and Vermont to 
South Carolina. A college student 
from Pontiac, Mich., telephoned 
an order for six pairs of Chicago 
hose. A man from Lewiston, Me., 
called to talk to “Big Joe” Rosen- 
field and place an order for razor 


blades. Mail order products started 
Aug. 29 on WOR. 

Harold Kaye, president of the 
network, which usually pays its 
affiliates on a per inquiry basis, 
declined to reveal the call letters 
of its stations. 


a Among the larger markets, 
which he says will be represented, 
are Chicago, Boston, Buffalo, Phil- 
adelphia, Baltimore, Washington, 
Atlanta, Miami, Denver, Birming- 
ham, Des Moines, San Diego, 
Rochester, Albany, Jacksonville, 
Tampa and five in the mail or- 
der belt of Virginia and the Caro- 
linas. 

Stations must carry a minimum 
of five hours programming week- 
ly. Kaye said the average outlet 
plans to air from 15 to 20 hours 


weekly. Most of his outlets are 
network affiliates, he said. Pay- 
ment to the station will be from 
50% up on items sold. 

Mail Order, located at 1440 
Broadway, plans to handle about 
30 advertisers at one time. 


Flack Gets China Account 


Iroquois China Co., Syracuse, N. 
Y., has appointed Flack Advertis- 
ing Agency, Syracuse, to direct the 
national advertising and sales pro- 
motion of Russell Wright casual 
china, Crane china and Iroquois 
hotel ware. 


Named Mergenthaler V. P. 

Harry W. Porte, formerly direc- 
tor of sales for Mergenthaler Lino- 
type Co., Brooklyn, has been ap- 
pointed vice-president in charge 
of sales for Mergenthaler. 


59 


Delay AFA District Parley 

The sixth district, Advertising 
Federation of America, meeting 
originally scheduled for Sept. 30 
in Racine, Wis., has been moved 
back to Nov. 4-5. 


* a o * a 2 

bd Valuable time, ‘below ceiling"’ rates, 
ready for early occupancy. Agent, 
Paul Raymer and Company. Owner 

bd KIOA, Des Moines, lowa. You can't @ 
go wrong with Des Moines’ only 10,- 

e 000 watt* station. It will serve your 
needs admirably in lowa's abundant @ 
market. Coverage maps, schedules 
and availabilities are yours for the 

a.) any Poul Raymer @ 

mon or write direct to KIOA, Des 

Moines, lowa. 

*10,000 Watts day, 5,000 Watts night 


Get response like Macy’s does 
...from San Francisco’s “BEST CIRCLES” 


Six out of every $10 available for spending in 
the San Francisco market are controlled by 
families in the 8-County trading zone surround- 
ing San Francisco—(Sales Management's 1949 


copyrighted survey). 


Trading Zone Shoppers 
carry FATTER purses 


So dollars spent with San Francisco’s depart- 
ment stores and specialty shops . . 
spent at community food stores out in our trad- 
ing zone .. . often come out of the same purses! 

The Chronicle is #1 advertising medium with 
San Francisco department stores and specialty 
shops. There must be a good moral here for 
national brand food advertisers! 


. and dollars 


San Fr 


scheduling. 


San Jose 


OFMi. 


Families are bigger...live better... 
have extra spending money in the suburbs, 
where The Chronicle's a top salesman 


OSPERING OFFSHOOT of Macy’s New York, Macy’s San Fran- 
a, in 1948 placed 51% more linage in The Chronicle than 
in the other morning newspaper—40% more in The Chronicle than 
in the two evening newspapers COMBINED. But then——The 
Chronicle is first choice regularly with our sales-minded depart- 
ment stores. The Chronicle’s trading zone coverage ...plus adequate 
top-neighborhood city circulation ...make this “add up” to smart 
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John Orr Young Tells 
Own View as X Man 

To the Editor: Regarding Agen- 
cy Man X’s method of agency se- 
lection, I suggest: first of all, buy 
your agency service instead of 
having it sold to you by high 
pressure methods. Calmly and sys- 
tematically select your agency. 

Listen to the solicitations, read 
the letters and presentations. And 
make plenty of notes. 

After you have read and looked 
and listened for a reasonable pe- 
riod, begin compiling a list of ques- 
tions. After you have built up a 
list, select those which you con- 
sider fundamental and save the 
others for later use. Next, write 
to the agents who have written 
you and with whom you have 
talked. Ask them the questions you 
have selected from your compila- 
tion. 

Or at this point you may wish to 
call in an outside consultant, a firm 
or individual of wide experience in 
this field, a specialist in evaluating 
the structure, policy and perform- 
ance of advertising agencies. Let 
them or him take the ball at this 
point by reading the correspon- 
dence and notes. 

Let the consultant evaluate your 
questions and the answers which 
the agents have sent to you. He 
can then better decide how to sup- 
plement your questions with his 
own. He may wish to send a new 


This department is a reader’s forum. Letters are welcome. 


letter to a list of agents of his 
choosing and ask certain questions 
having to do with the policies and 
structure of the agencies in the 
running. For example: 

Is the agency built for full tearn 
service? 

Who would be the captain of the 
team serving us? 

When, if at all, does the agency 
charge a fee? 

How does the agency handle 
sales promotion and other services 
outside the conventional duties of 
an agency? 

What does the agency do about 
public relations service? Does the 
agency differentiate between “pub- 
lic relations,” “publicity” and 
“press agentry’’? 

How can the agency do an out- 
standing job in television?- 

How does the agency handle ra- 
dio broadcasting from Hollywood, 
if any? 

While the letters are being an- 
swered by those of the agents who 
accept the invitation to give such 
information, your specialist should 
be studying your field of business, 
your products, your executive per- 
sonnel and your past advertising, 
thus learning enough about your 
business to be able to judge the 
general type of agency likely to be 
interested in your account and best 
built to serve you. 

Your consultant should set up 
standards of eligibility and go over 


e publish two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 


reasonable rates. 


It produces sales. 
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these specifications with you. All 
agencies obviously are not eligible 
for your account. For instance, 
some will have competitive ac- 
counts; some will be handicapped 
because of their geographical lo- 
cation; some will not have branch 
offices (if this point is important 
in connection with your account); 
others may be “house” agencies, 
owned or controlled by a client; 
some will not have television fa- 
cilities or Hollywood connections 
which may or may not be impor- 
tant to you; and some may have 
taken on so many new accounts 
that they are not likely to be able 
to do justice to another new one 
for a while. These are only a few 
of the considerations of eligibility. 

Supposing your account were 
perfume or brassieres. An agency 
specializing in heavy machinery 
or railroads is not likely to be up 
on the perfume and bra markets 
and the advertising of such. 

There are many reasons why 
you, the advertiser, should be high- 
ly selective in choosing your agen- 
cy. If all agencies were alike, all 
would be eligible for your account. 
There are more than 2,000 agents 
listed in the Standard Register 
and McKittrick’s, each considering 
himself “different.” Only a com- 
paratively few of them can pos- 
sibly be eligible for the specific 
account. 

Be sure to consider your size 
as an advertiser. If you are a small 
advertiser, you may not be large 
enough for the agent who has 
minimum requirements for client 
expenditure. The special fee 
charged by some agents when the 
client does not spend enough 
money annually in commission- 
able advertising to make the ac- 
count profitable to the agency is 
a sound agency policy. But you 
may not be able to afford to pay 
a large extra fee. And there is the 
chance that the agent may not 
want your account even on the 
extra fee basis because he might 
feel that he could not earn the fee, 
depending upon what sort of an 
account yours is and what size it 
is likely to grow into. 

Your consultant should know 
the agency field and therefore be 
in position to speed up the process 
of selection. If he is wise he will 
not choose one but three and will 
ask you to conduct the “finals,” 
whereby you pick the winning 
agency from this trio. You will 
have a better sense of responsi- 
bility toward the agency if you 
do the final choosing. The agency 
is likely to feel closer to you and 
take a keener interest in serving 
you. 

The advantage of hiring an out- 
side consultant is that he knows 
values in agencies just as you 
know values in your rayon or your 
toothpaste, food, fishing tackle, 
machinery—or whatever type of 
business you are in. Your consult- 
ant knows that emotion rather than 
cold analysis often plays a dan- 
gerous part in the selection of an 


agency and it is one of his jobs 
to keep the selection process on a 
coldly analytical level. 
| The very fact that you have re- 
'tained a consultant is likely to 
_ discourage extravagant statements 
|on the part of agents. (The better 
class of agents will not indulge 
in mesmeric methods!) Agency 
arguments which might sweep you 
or your Vice-President or Sales 
Manager or Advertising Manager 
off your respective feet might leave 
your consultant cold! Remember 
there is no field where salesman- 
ship is of a higher order than in 
the advertising agency business— 
unless it is in insurance estate 
planning. 

Your consultant presumably 
knows how agents think and work, 


fe cof 
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the types 


types of account; he has seen the 
inside workings of dozens, perhaps 
hundreds, of agencies. When you 
retain him you rent his knowledge 
in order to save yourself or your 
organization weeks of work in this 
highly technical evaluating pro- 
cess. Recently one advertiser in re- 
taining. a consultant said to him, 
“We have had the same agency 
for so many years we did not 
know what was going on out in the 
advertising world. We felt fairly 
sure that our agency had been 
taking us for granted and not do- 
ing as energized a job of thinking 
and planning as during their first 
three years with us. So we opened 
our doors to solicitations—and in 
they poured! By the dozens! 

“And do you know, they all 
sounded good! Every agency we 
talked to made out an attractive 
case for itself. Each one repre- 
sented a temptation to us to choose 
him and get it over with. Yet we 
knew they couldn’t all be that 
good, particularly for our peculiar 
account. So we called in a spe- 
cialist to help us systematize the 
job of finding exactly the right 
agency for us.” 

As advertising costs have ad- 
vanced rather sharply and as an 
advertiser should stay with his 
agency a minimum of three years, 
preferably longer, this matter of 
choosing the right agent involves 
a very important amount of mon- 
ey, an advertising investment of 
not merely the first year’s ap- 
propriation, but the total of the 
years the agency serves you. Such 
investment is worthy of plenty of 
thought and plenty of work on 
your part and on the part of your 
consultant in the complicated pro- 
cedure of finding the right agent. 

It is a job to be taken seriously, 
and to be done systematically and 
unemotionally. 

JOHN ORR YOUNG, 

John Orr Young & Associates, 

New York. 


Mr. Young, former partner of 
Young & Rubicam and now head 
of his own public relations or- 
ganization, is another advertising 
man who recently has had exper- 
ience in picking agencies. Mr. 
Young’s business autobiography, 
“Adventures in Advertising,” im- 
plies he had kissed advertising 
goodbye, but the evidence suggests 
it was a lingering embrace. 


Michigan Furrier Checks 
Poster Panels by Planes 


To the Editor: One of our ac- 
counts at Blissfield, Mich., Rich- 
land Furs Inc., is now checking its 
highway poster panels by airplane. 

The company has its own plane 
and pilot, and can cover the terri- 
tory which comprises Ohio and 
Michigan. In my 32 years’ ex- 
perience in outdoor advertising, 
this is the first time I have ever 
heard of this being done. 

Richland Furs was established in 
1900 and has grown consistently 
every year. It has customers in 
every state in the union and in 
Hawaii. 

J. Q. Davin, 

Account Executive, Central 

Outdoor Advertising Co., To- 

ledo. 


We’re Sorry, Mr. Van Laven 


To the Editor: I would like to 
know when ADVERTISING AGE adop- 
ted a policy of devoting articles 
to, and therefore giving publicity 
to, bad business. 

Please permit me to explain. 
Several months ago, a friend of 
mine showed me an article he 
had clipped out of your magazine 
last year. It was about the Gadget 
of the Month Club and in your 
Aug. 23, 1948, issue. Since ApvEer- 
TISING AGE is a business magazine 
primarily, I paid close attention 
to the very nice report you gave 
this club. On the basis of your 
“review” of what seemed to be a 


of manpower and the | 
hours of effort required by various | 


most legitimate organization, I sen 
in a dollar for a trial six-mont) 
membership. By the contract o 
the membership blank, I was sup 
posed to receive “one new gadge' 
once each month, every month fo 
the next six consecutive months.’ 

Shortly thereafter, on about th 
first of May of this year, I re- 
ceived my first gadget, a sma! 
pop-bottle stopper. I have no: 
since heard from the club. I have 
sent them a post card and three 


CANTON (Ohio) 
REPOSITORY 


@ We all call him Bass. With 
us for a dozen years. Knows 
over 1500 men and women who 
operate stores, manufacturing 
plants and service establish- 
ments in Canton, Ohio. 

He has seen more successes 
—and failures, too—than you 
could shake a stick at. 

If, as, and when you sched- 
ule something for the Canton 
Repository, with over 60,000 
net paid, Bass, a real ditch dig- 
ger is the man you and your 
salesmen can rely on to get the 
last ounce out of your advertis- 
ing and sales promotion work. 

News Item! In the past 2 
years, 47 test campaigns have 
been run in the Repository. 


Yes, we eat well! 


The people of Canton, Ohio 
ate 43% better than the nation- 
al average. They spent $36,934,- 
000 on food last year (69 mil- 
lion in Stark County). That’ 
a lot of eating, but it is the re- 
sult of 1,232,462 lines of retail 
food advertising >(1948) from 
40 advertising retail stores (37 
independents) plus 773,534 | ines 
of general advertising copy. 

Are you getting your sare 
of this business? The Caton 
Repository gives you COM- 
PLETE COVERAGE with only 
one medium! 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 

@ STEUBENVILLE (OHIO) HERALD STAR 
@ SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, !' «. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REV! W 


PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH: MOO: 
NEWSPAPERS 


CANTON-ONIO 
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letters—one by airmail—over the 
past three months (all letters had 
my return address on them) but 
[ have not been answered. I there- 
fore surmise that they did not in- 
tend to send me any more gadgets. 
Unfortunately, I made the un- 
forgiveable error (for the first 
time in my life) of sending the 
remittance in cash, rather than 
by money order as usual. But 
hen I presupposed that any bus- 
ness that rated an article in Ap- 
JERTISING AGE was definitely a 
‘eputable firm. I won’t make such 
1 mistake again. 

Don’t you check up on the bus- 

nesses about which you write? 
RICHARD VAN LAVEN, 
Brooklyn, N. Y. 
ee e« @ 
Branded Bars Preferred, 
Research Group Stresses 

To the Editor: We don’t doubt 
a bit that you attempted to make 
what to you was a fair interpreta- 
tion of our recent survey on stu- 
dent buying attitudes for the Brand 
Names Foundation. 

But, to paraphrase your edi- 
torial of Aug. 22, your method of 
interpreting results is as mislead- 
ing as the very devil. 

Here’s why: 

1. In no way does the survey 
imply, as you do, that 81.8% of 
the girls or 76.5% of the boys 
limit their boxed candy purchases 
to one particular brand. But rather 
they limit their candy purchases 
to one of several brands if and 
when their favorite brand is not 
available. According to the pub- 
lished survey, only 33.8% of the 
girls and 27.0% of the boys indi- 
cated their preference for one par- 
ticular brand above all others. 

2. In no way does the survey 
imply that a teen-age boy or girl 
will leave a candy counter with- 
out any candy bar because his or 
her favorite candy isn’t available. 
Matter of fact, 57.8% of the boys 
and 57.5% of the girls indicated 
a willingness to accept “one of 
several brands.” Whereas 16.8% 
of the boys and 19.8% of the girls 
ask for a particular brand of can- 
dy bar. Point is, more students 
are prone to buy the branded 
products rather than the un- 
branded type. 

3. In no way are your “long- 
forgotten” candy buying days in- 
dicative of the buying attitudes 
of present-day students. And your 
suspicion that “the recipient ac- 
tually ‘names the brand’ more of- 
ten than the purchaser” shows that 
you’ve lost touch with the dating 
habits of the young American 
male. But, a box of Snickers to 
the gentleman with those old- 
fashioned ideas. 

RosBert M. STELZER, 

Student Marketing Institute, 

New York. 

a e e 


What Research Methods 
Assure Positive Results? 
lo the Editor: A paragraph of 
your article, “‘Agency Man X’ 
Tekes off Mask,” says: “Despite 
th- existence of known research 
m thods to serve this purpose [the 
Purpose of assuring a client that 
ac ertising recommendations sub- 
m ted will produce positive re- 
Sus], a number of agencies not 
or» seemed unable to answer this 
qu stion but told me...I must 
kn w it was unanswerable.” 
om the foregoing, it seems 
th other agencies would also 
ap reciate enlightenment on this 
ve important subject of “how 
‘© «ssure a client that recommen- 
dons submitted in a presenta- 
t would produce positive re- 


’ because that seems to us| 
the meat of how to get a. 
it’s signature on the dotted) 
of an advertising contract. 
an you tell us anything about 
foregoing “known research 
hods” referred to above? Or 
these methods known only to 
; Weir...and does he hold 
‘“n Closely guarded as “trade 
s€- ets”? All of us can undoubtedly | 


guess as to the methods used—but 
for the good of our industry would 
you kindly positively identify the 
methods? 

We are current subscribers of 
your very valuable trade journal 
and look to you for guidance in 
such matters—which means bread 
and butter to us in the field. 

Cordial good wishes for your 
continued success in presenting 
such intensely interesting, stimu- 
lating and beneficial material to 
our trade. 

JOSEPH W. WOODWARD, 
Peninsula Advertising Agency, 
Newport News, Va. 

This is a guessing game we'll 
have to bow out of. Frankly, we 
too have the same query to put to 
Walter ‘X.’ Weir. How about it, 
Mr. Weir? Could you be a little 
more specific? Perhaps other ad- 
men also will dare to stick their 
necks out to answer Mr. Wood- 
ward’s query. 


Hubbell Television to 
Market Foreign Films 


Hubbell Television Inc., New 
York, has been organized to dis- 
tribute foreign television films to 
U. S. video networks, stations and 
agencies. Richard W. Hubbell, 
president, said the company has 
made arrangements with leading 
British, French and Italian film 
companies for mass production of 
video films. 

Edwin M. Martin, Washington, 
lawyer and industrialist, is chair- 
man of the new company, and 
Kyra Hubbell is vice-president 
and secretary. 


To Publish Mail Guide 


Suffolk Publications, Greenlawn, 
N. Y., new business book affiliate 
of Harian Publications, plans to 
publish “Suffolk’s Guide to the 
Mails” Oct. 20. The book, cover- 
ing all four classes of mail, was 
written by Roy L. Pepperburg, edi- 
tor and consultant, and will sell 
at $1.50. 


Washburn Signs Yankee Net 

Washburn Candy Corp., Brock- 
ton, Mass., has signed with the 
26-station Yankee Network for 52 
weeks of one-minute participa- 
tions in the 8 a.m. news broad- 
cast, beginning Sept. 7. Jerome 
O’Leary Advertising Agency is 
placing the radio business. 
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SIGNS OF LONG LIFE 
FOR QUAATITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Corporation 
900 Kibby St., Lima, jo, U.S.A. 
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185 N. WABASH AVE. 


11] E. DELAWARE ST. 


410 N. MICHIGA™ 


. better buy radio... 


Ges, Kadto Sells --.-and here’s 


proof again that WGN is a result-getter for its advertisers. 


eneficial books on business, bandaging, barristers, banking or building 
better buy WGN! 


This is just one among many testimonials to WGN’s sales effectiveness. 


That’s why we say — make your next buy your Best Buy with WGN! 


WGN reaches more homes each week than any other Chicago station. — 1949 Nielsen Annual Report 


A Clear Channe/ Station. . 
Serving the Middle Wes: 
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Chicago 11 


Illinois 
50.000 Watts 


235 Montgomery St.. 
Portland 4 


Los Angeles 5 « 
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Eastern Sales Office: 220 East 42nd Street. New York 17, N 
West Coast Representatives: Keenan and Eickelberg 


2978 Wilshire Bivd., 
710 Lewis Bidg.. 333 SW Oak St.. 
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Appleton Newspaper 
Issues 1949 Study 
of Buying Habits 


AppLeton, Wi1s.—The second an- 
nual consumer buying habit study 
of Appleton’s city zone market 
has been issued by the Appleton 
Post-Crescent. 

The study covers Menasha, Nee- 
nah, Kaukauna, Kimberly and Lit- 
tle Chute in addition to corporate 
Appleton, and equal considera- 
tion is given geographic and pop- 
ulation density factors. Last year, 
the survey was confined to Ap- 


pleton. 
Directed by Charles L. Allen, 


For farmers’ names and loca- 
tion by counties in Minnesota, 
Wisconsin and lowa—about 
one-fifth cent each. 
Cook’s Farm Directory, Inc. 
2045 Marshall Ave. 
St. Paul 4, Minn. 


assistant dean and director of re- 
search, Medill School of Journa- 
lism, Northwestern University, the 
1949 study covers 64 product clas- 
sifications—19 more than last year 
—and carries a new section on 
electrical appliance ownership. 
Results in the survey were ob- 
tained through 1,129 personal in- 
terviews made by Medill School 
market research seniors and grad- 
uate students trained for the job. 


a Friday was the most popular 
shopping day last year for 43% of 
the respondents. This year, 56.5% 
indicated that they preferred Fri- 
day. The weekend preference in- 
crease was also shown by the num- 
ber who preferred Saturday— 
17.1% now as compared to 15% 
last year. An additional 14.1% re- 
plied “last of the week.” In 1948, 
however, 21% said that they had 
no special day. 

In addition to the brand pre- 
ferences, each of which also car- 
ries a tabulation of the per cent 
of users by economic group, the 


study also contains data on popu- 


lation, housing, reading and listen- 
ing habits, radio set ownership and 
automobile ownership. 

The report is available from 
David A. Lindsey, general adver- 
tising manager of the Post-Cres- 
cent. 


‘Premium Buyers’ Guide’ 


to be Issued in January 

A semi-annual handbook to be 
known as the Premium Buyers’ 
Guide will be issued in January 
by Sherry Publishing Co., New 
York, publisher of Jewelers Buy- 
ers’ Guide. With a guaranteed cir- 
culation of 10,000, the basic page 
rate will be $325. Issues are sched- 
uled for January and September 
publication. 

Publication features include sec- 
tionalized groupings of premiums 
by types, premium ideas and their 
producers, lists of premium dis- 
tributors and manufacturers’ rep- 
resentatives. 


Company Changes Name 


Canadian Street Car Advertis- 
ing Co., Montreal, has changed 
its name to Canadian Car & Bus 


Advertising Ltd. 
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To Give You 


the Helm 


BY ANY RECKONING, you’ve got the helm in New Orleans... 


when you use the one-cost, geared Times-Picayune and New Or- 


leans Stated 


Because with these two, you cut an efficient, straight wake 


direct to big sales in New Orleans, and the trading zone. 


There’s no zigzagging here, no yacht-club porch palaver . . .only 
on-deck, in-hand, result-ful selling . . . 


You reach the most people (270,636 combined, daily circula- 
tion), and you prompt the ‘most response . . . Two solid, big-cir- 
culation influences—moving in different directions, like gears!— 
work for you, make the most of your advertising dollar .. . 


Halloo Jann & Kelley, Inc., today for the geared story ... 
and pilot your product to oceans of success .. . down our way! 


View Olean 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions! 


Ava Gardner and Frank Morgan 


which radio has built for 


could stand a little of the same. 


There has been considerable talk about NBC’s new Sunday 
evening Benny replacement—Hollywood Calling. Most of the talk 
has centered around the interesting spectacle of NBC’s de- 
termined efforts to win back the audience dominance it once 
enjoyed on this seven o’clock spot—and thereafter. 


Benny, however, built his own popularity. He came up, as the 
self-educated like to say, the hard way. Hollywood Calling is 
definitely synthetic. It has been built to rigid specifications. It 
is a Frankenstein—that has everything but a soul. 

Perhaps these are invalid grounds on which to criticize. Per- 
haps—with such a commercial venture as radio—one should 
appraise its efforts solely on their dollar value. The distaste 


however, stems from the fact that all too often it panders rather 
than edifies. Its own executives, realizing this, have gone in 
noisily, from time to time, for “public service” broadcasts—which 
is something like going to church once a week solely for ap- 
pearances’ sake. But a man or an institution is judged, eventually, 
by daily rather than simply by Sunday performance. 

What radio needs badly is not more deadly, dignified “public 
service” programs—but less attention to Hoopers and more 
honest experimentation. And, while we’re about it, television 


Hollywood Calling, as any- 
one who has listened to it | 
will realize, is hardly of Ben- 
ny caliber. But, as _ radio 
shows go, it has virtually ev- 
erything a program could have 
to build a high Hooper. An 
enormous jackpot. Prizes for 
virtually everybody who can 
answer the simplest ques- 
tions. And the thrill—to most 
hearts—of speaking personally 
with a top Hollywood name, 
even if only by telephone. 
(“Hey, Mame! Guess what! 
A man called me last night, 
and guess who it was! Lionel 
Barrymore!”’) 


itself in many quarters, 


Wright Forms New Agency 


William E. Wright, president of 
Wright Radio Productions, Chi- 
cago, has formed Wright & Asso- 
ciates, Advertising, at 218 E. On- 
tario St., Chicago. Accounts include 
Pied Piper Shoe Dealers of Chi- 
cago, Tele-tronics Inc., Coif Pro- 
ducts Co. and Armada Food Pro- 
ducts Co. The agency will spe- 
cialize in radio and television ad- 
vertising. 


To ‘Architectural Forum’ 

Walter F. Grueninger, formerly 
circulation manager of Editorial 
Publications Inc., has been ap- 
pointed circulation manager of 
Architectural Forum, succeeding 
George E. Seuferi, who has re- 
signed to establish his own cir- 
culation and promotion service. 


Factoring Drive Planned 


Rawleigh, Moses & Co., Chicago 
factoring concern, will use finan- 
cial pages of newspapers and di- 
rect mail in an educational pro- 
motion designed to distinguish 
factoring (selling merchandise or 
property entrusted to a factor con- 
cern by the owner on a commission 
basis) from other types of business 
financing. Waldie & Briggs, Chi- 
cago, will direct the account. 


To Lamport, Fox 


Lamport, Fox, Prell & Dolk, 
South Bend agency, has been ap- 
pointed to handle advertising for 
the fourth National Plastics Ex- 
position in Chicago by the Society 
of the Plastics Industry. Business 
papers will be used. 


— 
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‘Stop Music’ Tops 
Pulse 2-Month Study 


New YorK—“Stop the Music” 
was the listeners’ top favorite on 
Pulse Inc.’s six-city report for 
July and August. Metropolitan 
areas covered are Cincinnati, Bos- 
ton, New York, Chicago, Washing- 
ton and Philadelphia. 

The nighttime list: 

Stop the Music (ABC), Old Gold, 


Speidel, Eversharp 
Leave It to Joan (CBS), sustaining ...... 10. 0 


Inner Sanctum (CBS), Bromo-Seltzer .. 9.6 
Escape (CBS), sustaining. ................. 9.3 
Mr. D. A. (NBC), Bristol-Myers ......... 9.2 


Breakfast with Burrows (CBS), 


ES a a ee 8.7 
Crime Photographer (CBS), Philip 
ESA aCe oer ee 8.7 


Gangbusters (CBS), General Foods .... 

Mr. Keen (CBS), Whitehall 

Your Hit Parade (NBC), 
Lucky Strike 
Daytime winners: 

Robert Q@. Lewis for Godfrey (CBS), 
Chesterfield, Spray-a-Wave, Gold 
Seal, National Biscuit 

Rosemary (CBS), Ivory 

Ma Perkins (CBS), Oxydol .. 

Big Sister (CBS), P&G 

Grand Slam (CBS), Continental 


SUS eset aaee han! “ee 6.9 
Helen Trent (CBS), Whitehall .............. 6.9 
Our Gal, Sunday (CBS), Anacin ......... 6.8 
Guiding Light (CBS), Duz .......0000. 6.7 
Wendy Warren (CBS), General Foods .. 6.7 
Aunt Jenny (CBS), Spry .......cccccccccccecees 6.7 

Saturday-Sunday daytime: 

Let’s Pretend (CBS), Cream of 

ED ” chvciansistblsaceduadiandlanuitiinbsccisccncsecterssevesee 6.0 
Junior Miss (CBS), Pepsodent .............. 6.0 
Theater of Today (CBS), Armstrong .. 5.7 
Grand Central Station (CBS), 

ER RE ee 5.6 
Stars over Hollywood (CBS), Armour .. 5.1 
CBS Symphony, sustaining. ..................... 4.8 
Under Arrest (MBS), sustaining ........ 4.6 
Give & Take (CBS), Toni ........................ 44 
House of Mystery (MBS), General 

ESSERE AF 2 ee 4.1 
Solitair Time (NBC), Campana ............. 4.1 


Average quarter hour sets-in- 
use—21.7—was down from last 
year’s 22.4 and from May-June’s 
25.4. 


Four A’s to Hold 
Eastern Conference 
in N. Y. Oct. 4-5 


New YorK—The annual east- 
ern conference of the American 
Association of Advertising Agen- 
cies will be held at the Hotel 
Roosevelt, New York, Oct. 4-5, 
according to an announcement 
from Ray Vir Den, president of 
Lennen & Mitchell and chairman 
of the New York council. 

The conference will highlight 
an intensive study of problems 
facing the industry, with special 
emphasis on radio and television, 
Mr. Vir Den said. 

Panel chairmen will be: Arthur 
Pryor Jr., Batten, Barton, Dur- 
stine & Osborn, radio and tele- 
vision; T. L. Barnard, Compton 
Advertising, sales promotion; 
Newman F. McEvoy, Newell-Em- 
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) CLIENTS: 


Their Displays Move 
‘\ORE MERCHANDISE fox LESS 


To show you how leading manv- 
facturers are successfully using 
DeVorn services to develop and 
test permanent point of purchase 
displays, we have prepared a 
portfolio of “Visual Merchan- 
disers” which we offer FREE. 


A request on your company 
stationery will bring it 
to you without obli- 
gation. Write today. 


mEVORN 
SPLAYS CORPORATION 


JENNINGS AND DENISON 
CLEVELAND 9, OHIO. 


mett Co., media; John Schneider, 
Lennen & Mitchell, creative; Wil- 
liam Berchtold, Foote, Cone & 
Belding, contact and service; 
George Finley, Federal Advertis- 
ing Agency, mechanical produc- 
tion; T. Hart Anderson Jr., An- 
derson, Davis & Platte, manage- 
ment; Edward F. Thomas, Geyer, 
Newell & Ganger, public relations; 
and Fred B. Manchee, BBDO, re- 
search. 


McBrine Uses Newspapers 
The L. McBrine Co., Kitchener, 
Ont., which has been using mag- 
azine advertising for some years, 
now has added a list of newspa- 
pers in selected markets to its 
schedule. Ferres Advertising Serv- 
ice, Hamilton, Ont., is the agency. 


Mel Wolens Joins WGN-TV 

Mel B. Wolens, formerly with 
Station WBKB and _ previously 
sales manager of Station WCFL, 
both Chicago, has joined the sales 
staff of Station WGN-TV, Chi- 
cago. 


THROUGH 


a) SPECIALTY SALESMAN 
VAM > MAGAZINE 


NATION-WIDE, eananibas SALES FORCE 
NO SELLING EXPENSE ON YOUR PART 
THE QUICKEST WAY TO-NATIONAL SALE 
DIRECT SELLING IS BIG BUSINESS— 

A MULTI-BILLION DOLLAR MARKET 


SPECIALTY SALESMAN MAGAZIN 


The pioneer publication of 
the Direct Selling Industry 
now in its 34th year of 
outstandingly profitable 
service. Is your product 
suited to Direct Sciting? 
You'll find the answer in 
“The Quickest Way to Na- 
tional Sales." Write for 
copy. 


307 N. Michigan Ave., Chicago 1 
“ 420 Lexington Ave’, New York 17, 
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ANNOUNCING HIFECT. . .the newest and finest 


printing 


a forest pool . . 


paper in the LEVELCOAT* family White as new-fallen snow . . . smooth as 


. indeed this new Hirect* coated book paper is truly elegant. Brightness, beauty and splendid 


printability make it perfect for black and white or brilliant color. Permanence and folding endurance make it 


inevitably the right choice for broadsides . . 


. booklets . . . house organs . . . magazine inserts... catalogues . .. 


or any fine letterpress printing. With Hirecr as its new top-quality leader, the Levetcoar printing paper 


family is now completely b#!anced — providing an excellent range of distinguished coated papers. 


LEVELCOAT* printing papers are made 
in the following grades: Hirect*, 
Trurect*, Lrrnorect*, Murtirect* 
and Rororect*. 

WISCONSIN 


RPORATION + NEENAH, 


KIMBERLY-CLARK 
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Container Corp. Toys 


Keep Packagers Happy 


Specialties Unit, Guided 
by Sachs, Finds Die-Cut 
Gimmicks Build Business 


Cuicaco—Since the end of the 
war, the specialty division of Con- 
tainer Corp. of America has been 
humming. Its products include 
packages which double as toys, 
floor and counter displays, sales- 
men’s kits and books. 

Its purpose is to find new uses 
for paperboard, other than con- 
tainers and cartons, and its ad- 
vantage is that it has developed 
into a first class new business- 
getter for Container. 

The specialty division was 
founded in 1940. It hardly had 
a table of organization drawn be- 
fore the war began, and the prod- 
ucts it was to develop were hastily 
shelved. 

During the war years, about all 
the division produced were toys 
and books. The books, produced in 
collaboration with Rand, McNally, 
offered an innovation in the juve- 
nile publishing field—a die-cut .oy 
to be assembled, included at the 
end of the book. The first book, 
“The Elegant Elephant,” sold 130,- 
000 copies at $1 each in three 
months; its successors, ““The Gentle 
Giraffe” and “Sonny-Boy Sim,” 
did handsomely. 


a One reason that they did hand- 
somely was promotion. The 
manager of the specialty division 
is quick-moving, dapper Peter 
Sachs, who de- 
cided to bring an 
elephant into 
Marshall Field & 
Co. to stimulate 
the “Elegant Ele- 
phant’’ sales. 
When the ele- 
phant declined to 
use the escala- 
tor to leave the 
building, he was 
gently maneu- 
vered down the 
stairway, with goggle-eyed photo- 
graphers snapping each ponderous 
step. 

The books were used as Christ- 
mas cards by Container, and 
sent to a wide range of executives. 
For the first time in company his- 
tory, they received a tremendous 
response from Christmas mailings, 
ana shortly thereafter began to 
produce company books like the 
“Uppity Bus” for Kellogg, a “Cel- 
este’”’ book for Bowman Dairies, 
and a railroad book for the New 
York Central. 

At the war’s end, Container was 
ready to go. The company created, 
among others, “Frontier Town” 
and a model airport for General 
Mills, railroad trains for Kellogg 
Co., a model farm for Quaker 
Oats Co., and a truck for May- 
flower Van & Shipping. 


Peter Sachs 


@ In package products the utility 
of the company’s package is clear: 
It holds the product as well as 
any other container, and it serves 
as a premium or toy afterward. 

But Container used the divi- 
sion to develop business from 
RCA Victor on a quite different 
basis. RCA has many battery cus- 
tomers, living in rural areas where 
power lines have not yet pene- 
trated. Container took the RCA 
radio battery carton, re-designed 
it so that once the batteries were 
removed it became a truck—and a 
very satisfactory toy. Container 
got the order, and more RCA busi- 
ness. 

Sachs, besides managing the 
division, does much of the selling 
himself. Partially, this is necessary 
because switching to the different 
containers is a management de- 


cision, and salesmen find it hard 
to by-pass the purchasing agent. 
Partially, it is because Sachs en- 
joys it. 


@ He likes the specialties because 
(1) the products are distinctively 
identified with Container; (2) the 
cost is no greater to provide a toy 
for the customer’s customers’ 
children; and (3) the margin, as 
he freely admits, is better on pre- 
mium containers than on cartons. 

Thus, when he once confronted 
the 30 directors of Kellogg at an 
annual meeting, he began by con- 
fessing that it was anomalous for 
an “aged boxmaker” to come so 
far to read them a children’s book. 
But he read it to them, showed 
then: how the die-cuts worked, 
and walked out of the meeting 
with an order. 

On the other hand, the specialty 
division doesn’t operate solely as a 
new business division. It is primar- 
ily a service department. Container 
salesmen, working from any of 
the company’s 23 plants, may call 
upon the specialty division for 
assistance and creative help. 


s Container maintains, at 130 W. 
35th St., Chicago, a design labora- 
tory, including a section set up to 
simulate actual sales conditions, 
from which the displays and pre- 
miums come. It is the province of 
Albert Kner, Container’s director 
of design, who came to Container 
from Hungary in 1940. 

In his work with clients and 
dealers, Sachs has come to definite 
conclusions about premiums. In 
the first place, he says flatly that 
“promotion makes the premium.” 
Therefore, the successful premium 
must have (1) adept and adequate 
promotion and (2) dealer support. 

Dealer support, Sachs says, is 
achieved in two ways. The first 
is the design of the premium pack- 
age, so that the product name is 
prominently displayed. The second 
is selling the premium to the 
dealer. Container has tried to make 
this easier by designing kits for 
clients’ salesmen; the kits are die- 
cut themselves, and fold out to 
show the premium properly set 
up (Quaker Oats’ kit came out in 
sections to show how the model 
farm would look when all the 
premiums had been acquired). 


e All premiums, Sachs says 
proudly, are heavily identified 
with the client, and Container 
makes an earnest effort to see that 
the premium is never separated 
from the name of the sponsor. 

Once an account is sold, Sachs 
claims, it is permanently con- 
vinced of the value of premiums. 
When advertisers check the results 
of the premiums, they are sur- 
prised: An average of 47 out of 60 
homes that got one of the pre- 
mium books had it six months 
later; another client, using a book- 
let and “‘slotties’” (premium comic 
characters assembled by slots and 
tabs), found it had achieved a sales 
increase in new customers of be- 
tween 20% and 33%. 

Sachs cannot estimate exactly 
how much revenue may have come 
to the parent company because of 
the division’s work, but he in- 
sists it “pays well its way,” in 
contributing to CCA’s $130,000,000 
gross. 

Like many adopted Americans, 
Sachs feels not enough is done 
to remind Americans of their ad- 
vantages. He came to the U.S. in 
1929, from Germany, where he 
was hired by the Chicago Tribune 
as an expert on color printing 
(“which I was not”). He spent a 
year and a half with the Tribune 
and then established a color and 
margin advertising business, (i. e., 


CONTAINER’S CONTAINERS—These products, from the model 
village of General Mills to Kroger’s display stand to Kraft’s 
railroad car, are the products of Container Corp. of America’s 


Along the Media Path 


printing in newspaper margins) 
and operated it until he came to 
Container in 1940. 


@ This enthusiasm for America 
led to his convincing the Kellogg 
Co. to print “Food for Thought” 
on its cartons, a pithy statement 
about American history, political 
philosophy or factual data on the 
kind of economic life the U. S. 
enjoys. 

Through his efforts Container 
has now published more than l,- 
000,000 books, and RCA is review- 
ing its entire packaging line to 
see which cartons may be re-de- 
signed, as was its battery container. 

Sachs, who chafed under the 
forced inactivity of the war per- 
iod, when the need for paper- 
board’s old uses was dire, and 
new uses were visionary, thor- 
oughly enjoys the return to com- 
petition. His pet example of the 
perfect container is the cigar box. 
“There was perfection,” he says. 
“The child with imagination could 
make it anything.” 


Reorganization Ad Copy 


Offered to Newspapers 

The Citizen’s Committee on Re- 
organization of the Executive 
Branch, headed by Robert John- 
son, president, Temple University, 
has prepared a series of newspa- 


per advertisements designed to 
maintain the public interest in 
completing Hoover Commission 


reorganization proposals. 

The series of four full-page in- 
sertions discusses the plan in re- 
lation to individual families, and 
each ad contains coupons directed 
to the House, Senate and the 
President urging support and en- 
actment of the law according to 
the commission’s original recom- 
mendations. Mats with provision 
for local sponsorship are available 
from Julian Brightman Co., Bos- 
ton agency, at 702 Beacon St. 


Dairy Council Reorganizes; 
Davenport Named Manager 

Following reorganization of the 
New England Dairy and Food 
Council, an affiliate of the Na- 
tional Dairy Council, 90% of the 
producers and dealers in the Bos- 
ton area signed to support the 
council’s educational program on 
an expanded basis. 

Edwin H. Davenport, Belmont, 
Mass., has been appointed manager 
of the council. Mr. Davenport pre- 
viously served as sales and ad- 
vertising manager of the United 
Farmers of New England and cur- 
rently is chairman of the sales and 
advertising section of the Milk 


Industry Foundation. 
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specialties division. The department specializes in premium and 
toy re-use packages, and contributes new business to Container’s 
$130,000,000 annual gross. 


e Harold D. Hauf, formerly chair- 
man of the department of archi- 
tecture at Yale University and di- 
rector of the National Housing 
Agency’s technical branch, as- 
sumed new duties Sept. 1 as edi- 
tor-in-chief of Architectural Rec- 
ord, New York. 


e In the largest individual adver- 
tisement it has run, the Spectator, 
Hamilton, Ont., carried 18% pages 
in its Aug. 23 issue devoted to the 
opening of the F. W. Woolworth 
Co. store, the chain’s largest and 
most modern in Canada. The copy, 
handled through J. J. Gibbons Ltd., 
Toronto, followed successful tests, 
on a smaller scale, in Charlotte- 
town, Owen Sound and Belleville. 


e In one of the largest depart- 
ment store-magazine merchandis- 
ing promotions in history, more 
than 500 Better Homes & Gardens 
advertisers will be featured in 
separate “store for homemakers” 
campaigns this month and during 
October at The Fair, Chicago; 
Younkers, Des Moines; Gold’s, 
Lincoln, Neb.; Macy’s, San Fran- 
cisco; Jordan Marsh, Boston, and 
Stix, Baer & Fuller, St. Louis. 
Plans for the promotions were 
tested successfully last February 
at The Golden Rule, St. Paul, 


when more than 400 advertisers 


joined with BH&G and the store 
in pushing an “At Home Week” 
(AA, March 7). In the new six- 
city drive, many advertisers will 
set up special exhibits and send 
representatives to take part in 
special events on the retailer’s cal- 
endar. The department stores will 
use newspapers, radio and TV; 
newsstand copies of BH&G will 
carry special bands; a one-column 
ad in the October issue will list 
the names and dates for each store, 
and the magazine will provide a 
“Home Planning .Center,” sign- 
toppers, giant cover blow-ups, per- 
sonalized display cards, statement 
stuffers, employe folders, place 
mats, centerpieces and menu fold- 
ers for tea rooms, etc. 


e WSAI, Cincinnati, resumed 
classes at its “Training School for 
Food Retailers” Sept. 6 with the 
start of a 20 weeks’ course cover- 
ing management, fundamental 


at) 


store pricing, retail salesmanship, 
special promotions, window and in- 
terior displays, and produce and 
meat merchandising. The service, 
launched last February, attracted 
more than 400 students for the 
first “semester.” 


e U. S. News & World Report is 
advising advertisers and agencies 
that it contemplates no changes in 
its rate structure for the remainder 
of °49 and the calendar year 1950 
Current guarantee is 350,000, but 
the magazine plans to deliver an 
average bonus of at least 25,000 
from now through 1950. 


e@ Chain Store Age will mark its 
25th anniversary with special is- 
sues to be published in June, 1950 


e The September issue of Amer- 
ican Rifleman is the largest, in 
both linage and revenue, in more 
than 75 years of publication. 


e Ad salesmen of the Press Demo- 
crat and Evening Press, Santa 
Rosa, Cal., are armed with brand 
new ammunition—the first Auci! 
Bureau of Circulations report in 
their 92-year history. William A. 
Townes, general manager of the 
Press Democrat Pubiishing Co. 
applied for ABC membership 
shortly after assuming mana: e- 
ment of the papers a year ago. 


e The August Better Farm g 
Methods launched the first o! 4 
projected series of business-sp« !- 
sored educational inserts, “How to 
Build a Farm Pond,” presented »>y 
the farm machinery maker, J. ! 
Case Co. The special units are ‘0 
range from four to 24 pages, a. 
are being offered to advertis: rs 
at 10% or more below regu a 
full-page space rates. 


e Jacqueline Dempsey, for ‘ 
past three years associate fash: ? 
editor of Charm, has been ‘)- 
pointed fashion editor of Pho 
play. 


e Atlantic Monthly has come UP 
with a “great new wonder cure 
media trouble,” a neat parody 0" 
the over-enthusiastic claims ° 
some representatives. The cen 
spread in the September Atlan! 
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Bulletin” presents findings by 
Harold Overstate, Professor of 
(Jualitative Humanology, Director 
of the Institute of Paid Advice, 
\ppleknock College, Missouri,” 
roving to space buyers that the 
itlantic offers six out of seven 
cures.” Unlike the “second,” 
third” and “fourth” magazines, it 
:ates a “No” on the question: “Are 
its readers just plain stupid?” 


e Run-of-paper color is now of- 
fered in 46 states (all but Dela- 
ware and Rhode Island) and the 
District of Columbia, the Bran- 
ham Co., newspaper representa- 
tive, points out in the 1949 edi- 
tion of its popular booklet, 
“R.O.P. Color.” 


e The Standard, Montreal, has 
started turning out a color gravure 
magazine section on the eight-unit 
Goss Speedry rotogravure press 
installed in its new plant in the 
town of Mount Royal, Que. The 
press can print up to 50,000 copies 
an hour. Current production is in 
excess of 300,000 copies a week of 
a 36-page tabloid section, and the 
Standard also plans to start pro- 
ducing a rotogravure picture sec- 
tion at the new plant early this 
fall. Completion of the roto plant. 
which is more than 200’ long and 
70’ wide, climaxed an intensive 18- 
month building program. 


e The Journal-Times, Racine, 
Wis., which invested $235,000 in 
an addition to its building and for 
remodeling, new machinery and 
replacements, is holding open 
house during the Sept. 9-13 period. 
This is its second expansion pro- 
gram within a decade. 


e The Hartford Times plans to 
open a travel bureau early this 
fall. The bureau, said Francis S. 
Murphy, publisher, will offer an 
information service only and won’t 
compete in any way with estab- 
lished travel agencies. 

The Times also is the first Con- 
necticut daily to organize a farm 
news department in an effort to 
serve the rural reader more ade- 
quately. “Down on the Farm” is 
a new three times a week column, 
and is supplemented by daily spot 
news and feature coverage and 
pictorial presentation running a 
full page Saturdays. 


e There is an over-abundant sup- 
ply of “folklore” in industrial ad- 
vertising, Putman Publishing Co. 


THERE'S CONCENTRATED 
BUYING POWER IN 


WINSTON-SALEM 
LOOK AT THE EVIDENCE 


1948 
RETAIL SALES 


$107,981,000* 

SINCE 1940 AN INCREASE 
OF 

270% 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 


TWIN CITY 


SOURNAL and SENTINEL 


@ MORNING suNDAY 


aetonal Representative 


_ EVENING 
KELLY-SMITH COMPANY 


demonstrates in a new series of 
6x9” booklets aimed at some of 
the “firmly-held convictions” 
which have little, if any, basis in 
fact. Title of the over-all booklet, 
which contains half a dozen “folk- 
lore tales,” is: “So you should use 
only quarter-pages in those 
books...” 

Putman also has released a new 
folder containing an exchange of 
letters between an agency execu- 
tive and Russell L. Putman, pres- 
ident, on the controversy over 
raising net-paid papers’ postal 
rates to equal controlled rates. 


e Station WFIL-TV expects to 
provide improved video service 
for an estimated 4,250,000 persons 
in the general Philadelphia area 
in mid-September when its new 
transmitter starts operatians in 
the city’s Roxborough section. A 
new antenna was hoisted Aug. 22 
and the transmitter building is be- 
ing rushed to completion. An esti- 
mated 900,000 persons will be 
added to the station’s present cov- 
erage when the transmitter starts 


operating. 


e WOW’'s West 
tour, starting Sept. 15 aboard a 
special 16-car train, will take 
along, besides the visiting mid- 
westerners, a live sow, 250 double- 
eared tall cornstalks, 50 steaks, 
1,000 miniature bags of Nebraska 
wheat, cutup fryers and a few 
wingless chickens, and a supply of 
oats and over-size pumpkins. 
They'll be distributed to host dig- 
nitaries and farm celebrities on 
the swing through the West. Tour 
leader Mal Hansen and his group 
return to Omaha Oct. 1. 


Coast farmers’ 


@ John T. Wilner, engineer-in- 
charge of CBS video transmitter 
development, will take over as 
engineering director of WBAL, 
NBC’s 50,000-watt Baltimore af- 
filiate, Oct. 1. 


e To boost perfumes and related 
fragrance products, McCall’s fea- 
tures a special report by Dolly 
Reed, its cosmetic editor, in the 
September issue and employs a 


spread in the September American 
Druggist offering retailers free 
sales training folders and consum- 
er booklets. 


‘Scientific American’ Will 
Raise Guarantee, Rates 

Scientific American carried 2244 
pages of advertising in its Septem- 
ber issue, a record for the rela- 
tively new magazine, and its cir- 
culation guarantee will be upped 
from 80,000 to 100,000 next Jan- 
uary, Gerard Piel, editor and pub- 
lisher, announced last week. 

The present rate for a one-time 
single b&w page will be increased 
from $700 to $1,000, Jan. 1. Other 
rates will be adjusted proportion- 
ately. According to Mr. Piel, Sci- 
entific American is “now reaching 
substantially the full audience for 
which it.was designed.” 


Burrus Signs Mutual Web 
Burrus Milling & Elevator Co., 
Fort. Worth, Tex., marketer of 
Light Crust flour, has signed to 
sponsor the “Light Crust Dough- 
boys” over 200 southern stations of 
the Mutual Broadcasting System, 
beginning early in September. The 


noontime program, 
nates in Nashville, Tenn., is placed 
through Tracy-Locke Co., Dallas. 


which origi- 


Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill. 


lit pa 


... with more sales for your 
product or service 


Creating metal sign ideas with real sales punch 

is the everyday job of The American Art Works’ 
Design and Engineering Staff. Whether you 

are a large advertiser with national distribution or 
a local advertiser with limited budget, we can 
originate durable baked enamel signs or merchan- 
dise displays in any size to be supplied in quantity 
lots to meet your requirements. Ask to see our 
representative. No obligation. 


PEE 


4g 22D 


American Art Works helped 
solve a point-of-purchase 

display problem for French 
with this sturdy, all-metal 
merchandise display in attrac- 
tive baked enamel finish. 
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WESTINGHOUSE LAMPS 


ss 


TALENT TO ORIGINATE 


st. 1887 


Westinghouse Metal 
Counter or Window 
Display, designed for 
long life at low cost. 


) The 
American Art WOKS /nc. 


SKILL TO PRODUCE 


402 Pine St., Coshocton, Ohio 
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tional sales manager in New York. | have to be allocated for some time ‘ 
Snow Crop Expa nds Mr. Moone is the brother of J. | Rng ne oa 7 Cre 
. er, vice-president and genera = 
Its Selling Force J. Meane, president of Gnew Crep. sales ainneiee. Orders Ae hand, The GO Hy P V2 ’ (t Nig 
New York—Snow Crop Market-/|a A. S. Baer goes from manager he said, make it necessary tos tep eC VCD (4 (4 BMS VMCF . 
. , - . up production “very greatly” in Gin 
ers is expanding its sales organi-|of the Troy branch to direct the| .oming weeks. ‘ , : ~*~ 
zation to handle an upswing in|direct service branch in Detroit.|" RCA Victor also reported that For those foreigners who live outside the limits of metro- Om 
business, which, according to Mar-| Rae Dehncke moves from Jersey | jts video receivers were over-sold politan New York, the Corner would like to explain that pink= 
tin Mathews, vice-president in| City sales staff to head the Troy| for the third quarter, but did not recently a prolonged strike in the bread industry was settled. aan 
charge of sales, is a result of the| office. William Carey goes from| indicate it intends to allocate The strike had gone on for several months and the more nights 
company’s recent move eliminat-| the sales staff in the Newburgh-| available supplies. widely advertised brands of bread were not available. pressi 
ing the usual wholesaler profit and| Kingston-Poughkeepsie area to With its settlement—as with the recent settlement of the comes 
operating cost in distribution of} manager of the Milwaukee branch.|WTXL Begins Operation beer strike in the same area—the New York papers bur- givear 
frozen foods to retailers, thus en-|J. P. Reilly is manager of the di-| Telecolor Corp. has begun op- geoned with large-size ads announcing that so-and-so’s stand. 
abling the reduction of consumer] rect service branch in Pittsburgh. | eration of its independent fulltime bread was back in the local grocer’s. Most of these ads were ling 
prices on its products (AA, Aug. station, WTXL, West Springfield, the same—screaming headlines, screaming copy. — tect te 
15). Philco Allocates New Line Mass. Lawrence A. Reilly, former- But Wonder Bread has managed to follow up its original , fice 
Organizational changes include] of Television Receivers ly chief engineer at WSPR, Spring- full-page ads with some thousand liners that are a delight 
the promotion of Donald J. Moone} py, . ' field, is general manager of the for layout simplicity, bright informal headlines, and ex- 
ree ilco Corp. is allocating ship-| 250-watt station. James L. Spates tremely readable copy. The Corner quotes in full: 
from district sales manager of the/ ments of its 1950 line of television| is operations manager and Alex- “We have bee d 
west central area, with offices in| receivers to distributors and deal-| ander W. Milne is commercial d ples fed ” ay 
St. Louis, to assistant to the na-|ers and “current production will| manager. and cajoled,” says the , ° 


copy, “booed and be- 


rated, threatened and , oa 
throttled—mostly by DON'T PHONE... “y . 
mothers who swear ’ . 
that their children will wo “ha 
’ e be puny little runts WRITE! wd be 
V t0 Ww n 0 ats with cow eyes if they . weer 
Ou Ont a e l a can't get Wonder rata 
Bread. stamp 
bd “Our telephone wires om 
a () it a i are hotter than a two- oe 
dollar pistol and the 
gals are going nuts just aA gI 
Xi ¢ listening and no back includi 
: ; y talk. lamed- 
. Dr “Our bakers are agency 
WS7 shedding blood, sweat ‘ St. 
\ wy and tears trying to bake that al 
7 enough Wonder Bread the gin 
for everybody that Ssesesee Soares pense 
wants it. pron chandi 
“Puleeze be patient. THE WONDER BAKERS movie 
Don’t phone—write a Just 
letter. You can’t say °* ¢ enough 
such nasty things in the mail. their r 
“As we said before, we can’t bake enough Wonder Bread order | 
= for every family in New York—but we're trying hard to become 
az bake enough for families with children. offers 
ia “We know children prefer the bread that builds strong John I 
bodies 8 ways—the favorite of the U.S. A.—the freshest radio sl 
bread in New York today. that hh 
“If you can’t shop before five o’clock, place an order with " pele 


SOOM LB ERD 


Distributed with 


your grocer. If you forget, don’t phone—write. 
“We will answer every letter as soon as the last loaf comes 
out of the oven and we have our salt tablets and iced tea. 
“And thanks for your patience and impatience, because it 
simply proves that everybody wants to switch to Wonder 
Bread.” 


Drawn by John Buckley, whose illustrations appear weekly in Pictorial Review The Sunday Issues of This copy is so full of fresh words and combinations of 
words, it not only carries a reader through from beginning to 
BALTIMORE AMERICAN end, but carries a good bit of conviction, too. So much copy 

DETROIT TIMES 


today is so full of so many tired phrases that it reads with 


OPPORTUNITY FOR ADVERTISING EXECUTIVES: Why 
spread your advertising all over the lot to reach the 
markets where your distribution is best? Why not con- 
centrate where your sales come easiest ? Why not use the 
flexibility of PICTORIAL REVIEW ? 


Only in PICTORIAL REVIEW can you buy individually, 
without penalty ... even for color . . . your selection of 
i ' from one to ten of the country’s most sales-productive 
: Sunday Magazine Markets. 


CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 


no conviction at all. The Corner would recommend to copy- 
writers everywhere that they read this Wonder Bread copy— 
and then go and do likewise with their own product. 


In addition, you get these other unique values: “Beacon- 
light” visibility for each advertisement; uninterrupted 
attention for your sales appeal because of no com- 
petitive product pages. 


You get, too, the unequalled 
street-by-street, market-by- 
7 market guidance of the famous 
i Hearst Operating Sales Controls. 
With this in mind, ask yourself 
how better you can get full return 
from your advertising dollars. 


* Copyright 1949 by Hearst Consolidated , . hn a 
oe Publications, Inc., Hearst Advertising = a; 
ee Service Division. All rights reserved. : : yti 
io the tea. : 
2 Soe ff 
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S C la “Is that screen fuzzy—or is it me?”’ 
Nnty in Or evlew i eniiie a 
- PUBLICATION Are you troubled with fuzzy screens? We work Eth 
7 Ca n ou u om l to 10 Day and Night to give our customers clean, sharp 
BS Represented engravings. We can do-the same for you. 
. e . Ps Nationally 
Big-City Sunday Magazine Markets.) sts LAKE suone 
: . vertising 
: : : Service PHOTO ENGRAVING CO. 
: We, too, can give you flush mounted plates $3. Jack 
2edy 


160 E. Illinois St., Chicago 11 * Phone Su. 7-8216 * Day, Night and Saturday Servic? “ 
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Creator of ‘Bank 
Night’ Offers New 
Gimmick for Movies 


Cuicaco—Lester F. Martin, 
pink-cheeked Chicago promoter 
who dreamed up theater bank 
nights for theaters during the de- 
pression, is back with a new movie 
come-on to take the place of radio 
giveaways, should the FCC ban 
stand. 

Jingle Jamboree, as the new pro- 
ject is called, is “the greatest box- 
office attraction that’s ever been 


thrown at the theaters,” he says} 


modestly. 

“It’s the same as the box top 
and wrapper deals of the cereal 
and soap companies,” he adds. 

To win some of the proposed 
weekly prizes of more than $94,- 
000, contestants will be required 
to complete a weekly jingle based 
on the movie business. Instead 
of a box top or wrapper, the con- 
testant is required to enclose a 
stamp he gets from a movie house 
cashier with the purchase of a 
ticket to the show. 


s A group of Mr. Martin’s backers, 
including Louis Melamed of Me- 
lamed-Hobbs Inc., Minneapolis 
agency, has deposited $200,000 in 
a St. Paul bank as a guarantee 
that all prizes will be paid. Like 
the giveaway radio shows, manu- 
facturers will furnish the mer- 
chandise to be awarded in the 
movie theaters. 

Just in case the prizes aren’t 
enough to lure listeners away from 
their radios—or in case the FCC 
order banning giveaways doesn’t 
become effective—Jingle Jamboree 
offers to pay double the amount 
John Doe would have won on a 
radio show if he can produce proof 
that he was in a movie theater 
on a weekday evening when one 
of the radio jackpot emcees called 


ae 
BE KIND 
TO YOUR | 
ULCERS! 
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e're not doctors, but when it comes 
tot bulating, calculating, typing and 

\ari-Typing operations, we have 
it takes to relieve you of all 
lcer-breeding worries. Whether 
narketing research tabulations, 
ytical reports, temporary office 
it just plain typing when your 
ff is overloaded, you can turn 
instead of your aspirin bottle. 
ve us a try and you'll see what 
“ tean. Call our nearest office. 


What 
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it's 

an 
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BUl TING + CALCULATING + TYPING 
MA’ ETING RESEARCH TABULATIONS 
(in your office or ours) 
M. 8. Notaro, President 
= Y Jackson Bivd., Chicago 4, lll. HA 7- 2700 


oedway, New York 4, N.Y. WH 3-8383 


his home—up to a maximum of 
$10,000. (Sunday shows are not 
included.) 

A judging concern has been 
signed to handle 1,000,000 entries 
a week, and Mr. Martin now is 
touring various motion picture ex- 
hibition areas lining up theaters. 
With free dishes and double fea- 
tures on the increase, and with 
many theater operators wishing 
for another bank night, Mr. Mar- 
tin is convinced that his new 
idea will spread quickly. 


Three Name Mayers Agency 


Adolph’s Food Products has 
named Mayers Co., Los Angeles, 
to direct the advertising of 
Adolph’s meat tenderizer. A series 
of newspaper ads will be carried 
in Southern California communi- 
ties to introduce the product. Tele- 
vision also will be used. In addi- 
tion, the agency has been ap- 
pointed to handle the advertising 
of Plastic Service Co., Los Angeles, 
and Lawton School for Medical 
Assistants, Los Angeles. 


Stromberg-Carlson Starts 
Promotion in Canada 


Stromberg-Carlson Co., mark- 
ing its 25th year in Canadian ra- 
dio, and its dealers from coast 
to coast will promote “Stromberg- 
Carlson Week” Sept. 12-17 with 
advertisements in national dailies 
announcing a popular-price, spe- 
cial radio-phonograph  combina- 
tion. 

The anniversary model will be 
promoted in a series of 500-line 
follow-up ads in the same list 
of dailies from now through De- 
cember. Dealers have been pro- 
vided with window display ma- 
terial, ad proofs and other tie-in 
material. McKim Advertising, To- 
ronto, is the agency. 


Stations Name Davis 


Robert Davis has been named 
general manager of KSWI and 
KFMX, operated by the Nonpareil 
Broadcasting Co., Council Bluffs, 
Ia. He succeeds William E. Ware. 
Harold E. Hughes has been ap- 
pointed production manager of 
the stations. 


Introduces New Radio 


Brand & Millen Ltd. Long 
Branch, Ont., is using business pa- 
per space to introduce the new 
Jewel Tee-Nee portable radio to 
Canadian retailers. The set, in an 
all-plastic cabinet, is equipped 
with a plastic shoulder strap for 
carrying. Tandy Advertising Agen- 
cy handles the account. 


_ America’s first engraver 
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| CWhether it’s @ simple 
= letterhead or @ 4-color 
, Dy brochure . . . whether it’s 

in y ©. going letterpress or offset... 
5? FARST 500 e's you can depend upon Fine Arts 
TEA {or 0 superb job ot the right 

price. May we quote you 

on your next job? am 
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y FINE ARTS PRINTING COMPANY 
| 814 N. FRANKLIN ST., CHICAGO 10 


de Building, St. Loyis 1, Mo. CH-5264 


Neighbor ladies from four 


picnic. 


No fanfare, no blare of trumpets, 
just an open invitation from YOUR 
NEIGHBOR LADY extended on her daily 
homemaker's show brought 2,600 of 
your customers to get acquainted and 
exchange back-fence talk. WNAX sup- 
plied the coffee, cake and ice cream 
and originated the Neighbor Lady 
broadcast from the picnic grounds. Prod- 
ucts advertised on the program were 
sampled and displayed. 


Your customers have a friendly neigh- 
borly feeling for the Neighbor Lady. 
That's why they flocked to her picnic .. . 
that's why your customers wrote 145,814 


states 
herded their families to Sioux Falls on 
a recent hot July afternoon to join the 
WNAX Neighbor Lady for her annual 
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letters to her last year . . . that’s why, 
for the past eight years, your customers 
have been buying the products adver- 
tised by YOUR NEIGHBOR LADY. 


That same neighborly feeling extends 
to all WNAX programs and personalities, 
helping to make WNAX the most influen- 
tial voice in this 5-state major market... 
as any Katz man can show you. 
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pean Buyer Named tile concern, to head European 
Euro * merchandising operations, with 


Marshall Field & Co., Chicago, headquarters in Paris. Mr. Luscher 
has appointed Walter Luscher,| will supervise the company’s of- 
formerly assistant manager in|fices in Paris, London, Frankfort 
charge of exports for a Swiss tex-|and other European cities. 
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PREMIUMS 
and AD SPECIALTIES ‘y 


EXPOSITION 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 
Thompson Company, is. writing this 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 
successes. 


71st Regiment Armory 
34th St. & Park Ave. © 


_— NEW YORK 


ARTHUR TARSHIS 
Show Manager — 
36 WEST 47th ST., N.Y. 19 


SEPTEMBER 26-27- 28-29 AND 30 


scgenane? BY THE PREMIUM ADVERTISING ASSOCIATION Red AMERICA 
a : THE NEW YORK PREMIUM CLUB ~ 


Forty years ago the busiest and 
most prosperous food store in my 
town was named “The Sanitary 
Grocery.” The sanitation theme 
was dominant throughout—the 
store, inside and out, was painted 
a shining white; the two delivery 
wagons, as white as Arctic snow, 
were drawn by equally white 
horses; the salesclerks were 
aproned in spotless white; and 


every item of unpackaged food in 
the store was covered with glass 
or netting. The sanitation theme 
was constantly played up in the 
store’s newspaper copy. That, as 
I say, was 40 years ago. Today 
“The Sanitary Grocery” is still the 
most prosperous and busiest food 
store in that town. 

Does your place of business have 
a “personality”? Does a central 


ary 
or rae 


9. RICE THRESHING near Kaplan, Louisiana. 
This rich, farm area leads the nation in rice produc- 
tion. High yields and wide crop diversification are 


WWL-—LAND 


i 
= 


The greatest selling power 
in the South’s greatest city 


50,000 WATTS CLEAR CHANNEL CBS AFFILIATE 


TT 


rm 


1. ALBANIA PLANTATION, Jeanerette, La. 
Built in 1842 by Charles Grevemberg. Since 
1910, Albania’s 1,100 acres of sugar cane and this 
beautifully preserved mansion have been owned 
and maintained by the City of New Orleans. 


other important reasons why WWL-land exceeds the 
national average in increased Income, increased buy- 
ing power, and general prosperity. 


} 3 WWL’'S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


NEW ORLEANS 


PARTMENT OF LOYOLA UNIVERSIT 


BMB Maps of WWL-coverage and other data available 
from the Katz Agency, Inc., our National Representatives. 
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topic theme or core idea threa 

through your advertising? A busi 

ness and its advertising is usuall 

more effective when the sellin: 
appeal is centered around a sing]: 
strong idea or group of closely re- 
lated ideas. 

. 


Edward Lee, head of Lee Trac- 
tor Co., New Orleans, speaking of 
the continuing high cost of doing 
business, says in Farm Implement 
News: “We haven’t cut advertising 
itself. But we have studied results 
to make the same amount of money 
bring us more sales...We have 
pondered over appeals, the media 
and other factors...If some form 
of advertising doesn’t pay, or pro- 
duces fewer sales than other forms, 
we cut it out altogether and put 
the money that was formerly do- 
ing half a job (or maybe no job at 
all) into a kind of advertising that 
does a complete selling job for us.” 
How long is it since you have 
locked yourself in your office 
against interruption and “pon- 
dered over appeals, the media and 
other factors’? 

° 


Is your advertising what Charles 
Luckman, Lever president, calls 
“an integral part of your selling 
plans’? Do you give it—frequently 
—the same sober thought that you 
give to, say, buying and the train- 
ing of your salespeople? Or do you 
merely ask your newspaper to 
pick out some stock cuts and “fix 
up some copy to fit ’em”’? Your ad- 
vertising can be—if you really 
work at it—one of your most im- 
portant activities. 

“Whether an advertisement is 
welcome in the home or not de- 
pends on the advertisement... the 
advertiser should use every en- 
deavor to make it so physically at- 
tractive as not to be distasteful to 
those who buy the papers or peri- 
odicals.” 

George French, a noted advertis- 
ing man, wrote that 35 years ago 
It seems to me that his advice has 
been ignored by many. Wretchedly 
bad taste and unlovely eyesores 
continue to smutch the pages of 
our newspapers and magazines 
For example, this ad in my local 
paper today: The picture—a car- 
toon of a dirty, dripping, unsightly 
old lady, shaking herself of milk 
as a dog shakes itself after a swim, 
crying “Whoops!” as her frows) 
wig sails off her bald head. Be- 
hind her a child screaming, 
“Mommy! Grandma’s been in the 
milk from SLADE’S DAIRY 
again.” 

This ad, ladies and gentlemen, 
is supposed to sell—or at least to 
create acceptance , for—Slade’s 
Grade A Pasteurized Homogenized 
Milk. Want a glass, Mr. French’ 

© 


Every smart advertiser studies 
exhaustively ways and means 0! 
winning new customers. But have 
you made a study lately of (os! 
customers? 

An ad man friend of mine, Davic 
E. Fisher, tells me of a’ wholesale 
dry goods company that aimed 4 
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direct mail campaign—a series of 
letters and folders—to customers 
who had not bought for ten years. 
Eighty per cent of them answered, 
and the gross amount of business 
that came from those revived cus- 
tomers, as a result of finding and 
correcting the reason for their 
quitting, was more than a million 
dollars. 

About a month ago my wife, 
sending in her key, gave up her 
locker at our local food-freezing 
storage plant. She’s been a good 
customer, and one would think the 
proprietor would wonder why she 
quit. But so far we haven’t been 
favored with even a penny post- 
card. 

My hat is off to General Petrol- 
eum Corp. for this copy paragraph: 

“You should use the grade that 
performs best in your car. Auto- 
motive research engineers agree 
that once the maximum anti-knock 
requirement of a car is satisfied, 
there is no more performance to be 
gained by paying for a higher oc- 
tane fuel. If your car operates 
smoothly and without knock on 
regular Mobilgas, then by all 
means save the difference.” 

How delightfully refreshing it 
will be when such restraint and 
fair play in copy is not the rare 
but the usual thing. 

. 

Generally speaking, it is my be- 
ief that so-called institutional ad- 
vertising ought to talk about 
achievement in terms of product to 
the fullest extent possible. The no- 
bility and stature of an advertiser 
is likely to be more real to read- 
ers, and vastly more a matter that 
concerns them, when visualized for 
them by the concrete product it- 
selfi—the object or thing they put 
ip their money for. 

A thick slice of bread, toasted 
brown, hot, fragrant, bright red 
with jam—well, a man can smell 
that, and taste it, and feel it warm 
his innards. But a man can’t taste 
or smell an economic theory, or 
a business philosophy, or a plat- 
form of integrity and good works 
‘since 1845.” 


Bear Mfg. Buys Manbee 


Manbee Equipment Co., Chicago, 
automotive service equipment, has 
been purchased by Bear Mfg. Co., 
Rock Island, Ill., manufacturer of 
precision automotive service test- 
ing and correction equipment. The 
sale is effective Oct. 1. 


( Advertisement) 


Named by Aviation Firm 


Murphy has been appointed as- 
' general manager of Republic 
on Corporation. Mr. Murphy 
‘For keeping up on business af- 
I depend on my daily copy of 
Wall Street Journal.” In The 
il’s daily reading audience of 
. there are 37,635 general man- 
department managers and their 
nts. These man are important to 
companies and they are impor- 


0° you. Company managers find 
ournal most helpful in making 
© ons, including where and what 
y for their own companies. If you 
to reach the men in industry and 
‘USiess who are important to your 
USiness, advertise to them regularly 
a Tie Wall Street Journal. 


‘British News’ 
Launched in U.S. 


WASHINGTON—British News, 


a 
publication designed to help Brit- 
ish manufacturers reach U. S. con- 
sumer and industrial goods Luyers, 


made 
week. 

The initial eight-page issue con- 
tained about 50 standard unit ads 
for a variety of British products. 
The publication is to be distributed 
on a monthly basis to 20,000 buyers 
in all parts of the U. S. and Can- 
ada. 

Warren S. Lockwood, Washing- 
ton trade consultant who is presi- 
dent of British News Inc., says the 
publication has been organized to 
help solve the dollar crisis by de- 
veloping the North American mar- 
ket for British goods. 

Mr. Lockwood, former American 
trade commissioner in London, 
says he believes that U. K. pro- 


its appearance here last 


ducers need a “low cost” medium 
which will “get to the attention of 
the right people.” 


@ Observing that The British In- 
dustries Fair in London and Birm- 
ingham attracts many visitors 
from North America, he explained 
that British News is an attempt 
“to bring a Similar exhibit of 
British goods to the desks of all 
the leading buyers in the form of 
printed show windows.” 

The 15,000 consumer goods buy- 
ers on the mailing list include 
leading department store and 
chain store personnel, wholesalers 
and importers. The publication 
will also reach 5,000 buyers of 
industrial goods. 


West Opens Own Agency 


Ben K. West has opened his 
own advertising agency, to be 
known as Creative Advertising, 
with offices at 406 Armour Rd., 
North Kansas City, Mo. 


Barth to Head WLW.-T, 
Other Video Activities 

Bernie Barth, program director 
of WLW-T, Cincinnati, since last 
March, has been named coordinator 
of television program activities 
and will direct operations between 
the three Crosley video stations in 
Cincinnati, Dayton and Columbus. 
Crosley plans to open the coaxial 
cable between the three cities dur- 
ing October, and will operate its 
own micro-wave system. 

Ruth Lyons, who will continue 
to handle her “Morning Matinee” 
and “Fifty Club” programs over 
WLW, has been named program 
director of WLW-T. “Fifty Club” 
begins regular telecasts on WLW-T 
Sept. 12. 


Oneida on Full Schedule 
Oneida Ltd., Oneida, N. Y., sil- 
verware manufacturer, resumed 
normal working schedules Sept. 6 
after seven weeks of short time 
operations that approximated 33% 
hours weekly. M. E. Robertson, 


general manager, in announcing 


69 


resumption of normal production 
said: “There has been some im- 
provement in general business 
psychology and future business ex- 
pectations are brighter now than 
they were three months ago.” 
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Mimeographed price 


lists and other mailings that are 


blurred and hard to read because of poor-quality paper 


can Jose orders for you.. 


should be sold! 


. right when your prospect 


Avoid problems like this by having your mimeographed 
mailings done on Hammermil!! Mimeo-Bond. With it you 
can get clean, legible copies every time— more than 


5,000 from a single st 


encil—and you know that every 


one of them will be clear and easy to read. 
What’s more, Hammermil! Mimeo-Bond comes in 


white and six distincti 


ve colors, enabling you to put 


your message on a “‘signal system’”’ color that is readily 


identified. cil duplicating equipment. 
Send coupon today for 
SNP Bh to Sn neencts conte ee Memmomalocntetiens, §— FREE trial packet of 
eran Papers, call Western Union by number and ask for “Operator 25.” Hammermill Mimeo-Bond 


. 


MIME 


HAMMERMILL 


A HAMMERMILL 


HAMMERMIL , 


“Is this $23.00 per 
dozen eee OF $28.00? aw 


We'd like you to test Hammermill Mimeo-Bond in your 
own office at our expense. Simply attach the coupon 


below to your business letter- 
head and we’ll send you— 
FREE —a 100-sheet test 
packet of Hammermill 
Mimeo-Bond. With it, we’ll 
include a copy of the helpful 
Hammermill idea-book 
“Better Stencil Copies,” 

which shows how to get 

best results from your sten- 


HAMMERM/ 


O-BOND 


MIMEOGRAPH PAPER 


PRODUCT 


Please send me—FREE 
Bond and a copy of “Better Stencil Copies.” 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pennsylvania. 
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on, your busime 


the 100-sheet packet of Hammermill Mimeo- 
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18 Years on Air 
Without a Break 


for Northerners 


Unique Northern Trust 
Show Started in 1931; 
‘Getting More Valuable’ 


Cuicaco—Eighteen solid years of 
broadcasting—without a single 
week’s disappearance from the air 
—and without any important 
change in format and no change 


_ | XMAS GIVING 


would be more profitable for your firm 
if you could get your favorite customers’ 
wives to proudly wear something with 
your Business theme on it. ‘'T 

| swer is'’— 


CHIC DESIGNS STUDIO 
} 130 Sth Ave., MY. 22. CI 6-0443 


at all in program name, will be 
completed tomorrow, Sept. 13, 
when The Northern Trust Co.’s 
“Northerners” radio program is 
beamed to Chicagoland over WGN 
and WGNB at its usual 9:30 p. m. 
time. 

The Northern Trust Co., one of 
Chicago’s major commercial banks, 
actually started broadcasting in 
January, 1931, with a 15-minute 
program, but the Northerners pro- 
gram, in its present half-hour for- 
mat and with its present name, was 
not launched: until the following 
September. 

Since that date the bank has put 
on the program without a single 
break, in NBC’s Chicago studivs 
from 1931 to 1935, and in WGN’s 
main audience studio for the past 
14 years. Almost 500,000 people 
have seen the broadcasts during 
that period. 


s The Northerners is an institu- 
tional program, in that its purpose 
is to condition the Chicago area 
audience to regard The Nerthern 
Trust Co. as a friendly, under- 


standing bank and trust company, 
with unusually high standards, 
stability and integrity. The pro- 
gram itself is a “popular music” 
type, with care taken to steer the 
sometimes tenuous course between 
symphonies and operas on the one 
hand and teen-age “send me” stuff 
on the other. 

The show, produéed with loving 
eare by Peter Cavallo Jr. of J. 
Walter Thompson Co., makes use 
of ten outstanding vocalists—a 
male octet and two women singers 
—and a 12-piece salon-type 
orchestra under the direction of 
Glenn Welty, who is also musical 
director. John Weigel announces 
the show, but the commercials, 
which are always in dialog, are 
read by professional actors. 


s To keep the program fresh and 
avoid too formalized a style, every 
four or five weeks the regular 
broadcasts are supplemented with 
special event programs saluting an 
industrial, educational or civic en- 
terprise. Indiana night, Wisconsin 
night, June Dairy Month, the Rail- 


road Fair, 100th anniversary of the 
Chicago Board of Trade are typ- 
ical. 

Previews of musical shows ar- 
riving in Chicago are also featured 
on the program when possible. In- 
cluded have been Paula Stone 
with the Red Mill and Sweethearts; 
Nanette Fabray from Bloomer 
Girl; the composer of the music 
for Brigadoon; Finian’s Rainbow; 
Song of Norway; and, this month, 
some of the principals of Kiss Me 
Kate. These special programs al- 
ways precede the Chicago open- 
ings of the shows. 


a The Northerners show is de- 
finitely the spearhead of the bank’s 
promotional activities, which are 
directed by J. M. Easton, 2nd vice- 
president and advertising director, 
but The Northern Trust Co. is also 
a consistent user of newspaper 


space. 
It uses substantial schedules on 
behalf of its trust, commercial 


banking and bond departments on 
newspaper financial pages, and in 
addition runs separate campaigns 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 
is the result of service to readers, results for advertisers. 


*Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families (ndupiicarea’ in the Salt Lake City ABC City Zone 


MORE advertisers 


are using 


he Salt Lake 
Crilume - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


“al? 


MORE --roce 


“(over 8,800,000 lines” 
_—first 6 months 1949) 


: reaching  ——— 


MOR E subscribers | 


(125,400)° — 


s. ending March 31, 1949 


The Salt Lake Tribune-Telegram sold to adver- 
tisers on associated basis. Advertising linage 
shown above is 7 day Tribune only. 
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for its savings department, whic! 
it keeps off the financial pages i: 
favor of r.o.p. positions. Saving 
department ads invariably carr: 
coupons for saving-by-mail infor 
mation, and the bank has a long- 
time record of turning almost 30% 
of inquirers into customers. 

Direct mail, a business pape 
schedule in 16 national and re 
gional bank magazines seeking th: 
business of other banks as Chi 
cago correspondent, window an 
interior displays, and a host o° 
other promotional devices, includ- 
ing a carefully developed and co- 
ordinated system of personal con- 
tacts with important banking cli- 
ents and prospects, are also used 
by the bank. 


ws The Northerners radio show, 
however, accounting currently for 
41% of the bank’s promotional ex- 
penditures—and apparently des- 
tined to go on forever without 
major change—gets the full treat- 
ment promotionally, being care- 
fully merchandised both within 
and without the bank. 

Each Tuesday, four-page folders 
carrying the evening’s program, a 
condensed version of the commer- 
cial on the inside spread and a 
bit of institutional or departmental 
selling, are placed at service and 
check counters and on the lobby 
receptionist’s desk for customers to 
take. A similar folder is given to 
the studio audience, along with a 
colorful folder on Northern Trust's 
savings department. 

The Tuesday issue of “Bank 
News,” a single sheet, three-times- 
a-week employe newspaper cir- 
culated to the bank’s 1,200 person- 
nel, also carries the program, a 
boil-down of the commercial and 
a little sales talk. At the same time, 
every officer and contact man re- 
ceives a copy of the script for that 
evening’s performance with a 
memorandum from Solomon Byron 
Smith, executive vice-president, 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them t: 
handle their work and tim: 
most effectively. 

This book will help you. |‘ 
will answer your salesmen’: 
questions. It is strictly “ho'’ 
to do it” all the way throug 

—a practical 182 page clot 

bound guide you will fin’ 
essential. 

ORDER YOUR COPY TODAY—$°. 


ADVERTISING PUBLICATIONS, I<. 
100 E. Ohio St. Chicago | 


FILL IN AND MAIL THIS COUPC N 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago II, Ill. 


| 
| 
| 
Gentlemen: | 
Please send me ___ copies of “'Succe stu! | 
Sales Training.” Enclosed is $__— “ 
| 

| 

| 

| 
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whic! i" Plan Santa Claus Parade Kelvinator Names Sinclair 
jes hi FIWANCIAL SERVICE rt 2 The Seattle Times and Seattle J. Sinclair has been appointed 
ving r.. ‘ 7 m= |retail stores jointly will promote | assistant general manager of Kel- 
carr: * See | a Santa Claus parade Nov. 12, us-|yinator of Canada Ltd., London, 
infor PASALI tp = |ing mammoth balloons to repre-| Ont. 
long. S/ & mae j|sent storybook characters. The 
+ 30% te 4 or vouen —-= includes 
. se x vertising man- 
. a ager of the Times; Goons Sewanee HERE’S YOUR ANSWER: 
pape [a | Ames, advertising manager of Bon 
d re tHE fee | Marche, and Royell C. Friend, sales 
1g th: WOATHEGR TRUST COMPANY “a promotion manager of Frederick & 
Chi wonrwwest connce casaue ane Dosage sreces - curcase > | Nelson. 
r anc wemace redenar otrasiT Mlosatey conroeation ee 
st of | |Hamm Brewing Names Moe 
iclud - a Odd E. Moe, formerly with 
d co- with the Kellogg Co. in charge of 
: con- E | sales activities , for the central Leaders in the billion dollar candy in- 
g cli- states division in St. Louis, has|| dustry picked Candy Industry as their 
used been named assistant general sales|| favorite publication, and said so, in 
manager and merchandising di-|| @“SWe t© surveys. 
rector of Theo. Hamm Brewing pone sah map ll 
then Co., St. Paul. ential seamen oe ah ‘ 
ly for (Send for surveys with these facts) 
al ex- Stark Joins CDNA New market data study about your 
. omers ready. Get your copy. 
des- John B. Stark, assistant general || +o¢ ony publication published monthly or 
ithout manager of the Daily News, Nel-|| more frequentiy. 
treat- son, B. C., _ R panemeny | with ve ( l| 
newspaper for ears, has joine 
care- B 4 LONG, LONG TIME—These “Northerners” and others have increasing prestige and patronage. They have a higher listening | the Shatien Daily Newspapers AN DY N DUSTRY 
within § for 18 years given weekly musical broadcasts for Chicago’s rating than many network broadcasts of a similar type. Peter | Association where he will do sales we Sr ree ry 
“ Northern Trust Co., earning for the banking house a constantly Cavallo Jr. of J. Walter Thompson Co. produces the show. promotion work. ‘ zs tara 
os referring to the text of the com- 
amer- @ mercial. 
= s Bank officers are expected to } 
e and & listen ant the Bagg = eo a. C) “ 
cast edch w » but e care + 
boar dissemination of the commercial awe 3 te } 
ven to @ makes it certain that no bank offi- 
with a cial or employe will be embar- res 
rrust’s @ assed by a customer’s reference to 
the show. Everyone in the bank and 
“Bank @ “nows what is being sold, and how 
times- @ is being sold, every week. Refresh 
r cir- The radio program also gets the pa 
erson- | Lenefit of occasional window dis- ~ 
am, a plays in the bank’s quarters on 
al and @ “adison, LaSalle and Monroe Sts., 
> time, § * well as of fioor signs, biotters 
an re- on counters and in customers 
wr that @ ‘@tements, and mailings to banks 
‘th a & 2nd corporations. 
Byron the commercials on the pro- 
sident, § sam, as indicated, are always 
given in dialog form, by seasoned 
an | tors. Naturaily, they are care- 


fully kept low-pressure, but in- 
stead of dealing with generalities, 
they are tailored to the job ot 
describing a particular phase of the 
bank’s services each week. 


® Does all this pay? The most 
obvious answer is that the pro- 
gram has been continued without 

a break for 18 years, and no one 
* has any thought of stopping it. 
Cheeks consistently show that the 
Northerners has a higher listening 
rating than similar network broad- 
casts, that it appeals to a wide 
range of musical tastes, and that 
it has become cumulatively more 


BADGES THAT SELL 


Keep your product at eye level with the buying 
public—pin a sales message on the salesman—use 
badges to sell your products. 


For daily reminders, spot promotions, special 
sales ... for new products or old . . . for sales- 


‘les- and more valuable as an advertis- —_ : . ° . 
oem ing operation because of its high men’s identification, convention novelties, pre- 
pal- [fg wallty and its 18-year sequence miums, souvenirs! Badges are walking billboards 
erly of uninterrupted broadcasts. : : : 
The Northern Trust Co. knows with thousandsof sale blazing uses. We’ ve beende- 
that it has a substantial number of —_— : . 
, oats roducing them since 1900 for the mos 
+ listeners in the geographic area signing and prod : B Ja : 
te turning from Pennsylvania to Ne- successful advertisers and agencies in America. 
breska and from the Canadian : 4 . 
border to the Ohio River. If you are anxious to increase your sales, you'll 
» It 1 knows too, from actual checks, . . . let. “ 
as he: Sk Ge tk eee ee one be interested ™ reading our booklet, ‘‘How to use 
hor’ opeiing accounts with the bank badges to sell.” Send for your copy today. 
ug are ‘amiliar with the program, that 
lot 85° of 1,000 corporation execu- 
fin tiv. in charge of finance and own- H 
ers of businesses knew the pro- : y, INC 
6: gra 1 when recently queried; that — COMPANY, ? 
¥ %6° of a special sample of women PHILADELPHIA nee actin i 
f of: ore than average means were ai = oe ’ Street, Philade!P — 7 — 
, * fan liar with the eens and Advertising Specialties Division 1007 Fi'bert lans or ideas that will help | 
go tha almost 20% of all the groups I am interested In — me your booklet, “How to u H 
UPC N *nl nerated mentioned the com- PHILADEL crease sales. Please sen i 
_..—;@ ™° lals and their subjects, and badges to sell.” | 
| °X: essed such sentiments as that | 
|™@ ° .e executive in a prospect cor- B ADGE i 
| 2° tion who said to The Northern | | 
iff Tr t Co. officer calling on him: COMPANY, INC. | 1 
ful Jh, yes; yours is the singing 
uece “7 ba a” 7y 1007 FILBERT STREET H Company: ' 
PHILADELPHIA 7, PA. i 
-~ “| C Represents D.P.I. Unit if 1 eS amen i 
——| ob Roy Cyr, formerly research Established 1900 City: 
-< I cc neer with Distillation Products H 
!7i , Eastman Kodak Co. subsi- 
| di y, has been appointed West ; 
<u -| a st sales representaive of its Corre 949 PHILADELPHIA BADGE CO., INC Le 
_—_-—-=—/f Y® .um equipment sales division. cuz a = 
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Macfadden, 81, Still Is 
Going Strong, Stronger 


Bernarr’s Saga Seems 
Nowhere Near Ended; 
New Book Shows Talent 


By CAMERON Day 


New YorK—Bernarr Macfadden’s 
current magazine campaign to pro- 
mote his book, “Hair Culture,” is 
pulling a good response. For some 
good reasons. The copy is crisp, 
straightforward and folksy. The ad 
carries a striking 
oushy-haired pic- 
ture of Mr. Mac- 
fadden, with that 
familiar Macfad- 
den signature. 
Told in the first 
person, it all adds 
up to a compel- 
ling story. 

This combina- 
tion didn’t just 
happen. For the 
ad is a composite 
of many of Mr. Macfadden’s long- 
tested maxims, such as: “Success- 
ful advertising requires the genius 
of knowing what the public wants, 


Bernarr Macfadden 


and putting it across dramatically 
in words they understand. Ads 
don’t need fancy writing. Just tell 
the story simply, in as few words 
as possible.” 

Again, as the ad illustrates, he 
says the main thing in writing is 
“to get a direct appeal, put it on 
a man-to-man basis.” 


@ Ever since his True Story 
launching, he has found that “the 
first person gets closer to the read- 
er.” And also that a signature can 
become better known than a pic- 
ture. 

Bernarr Adolphus Macfadden 
should know. Now &81, he is in his 
5ist year of publishing—long 
enough, as he says, to have seen 
advertising develop from a catch- 
as-catch-can instrument vinto a 
“mighty educational force.’”” And 
to have seen it change from a time 
when it was “the damndest pack 
of lies to a point where fussy Bet- 
ter Business Bureaus make it hard 
to tel] the truth.” 

Best known, of course, as a 
physical culturist, Mr. Macfadden 
is also a teacher, author, lecturer, 
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AT HIS PEAK—Macfadden in his sixties, before he relinquished control of “the 
Macfadden publishing empire’ and went on to win new acclaim as the messiah of 
health. Today he is, at 81, obviously just as robust and virile. 


and intermittent crusader and 
philosopher, and has made side 
sallies as a circus acrobat, wrestler, 
restaurateur, and aviator—to 
mention a few. Currently head of 
the Macfadden Foundation, he di- 
rects the operation of two health 
hotels, two schools, a sanitorium, 
and the Macfadden Institute, Wil- 
mington, Del. He is still editor 
and publisher of Physical Culture, 
with a circulation of more than 
80,000, founded in 1898 as his first 
publishing venture. 


# The foundation publishes more 


uring the next six months Florida’s normal 


population will almost double. Millions of vis- 
itors, with money to spend, will crowd Florida’s 
department, drug and grocery stores, its spe- 


cialty shops and other retail stores. 
buy food, refreshments, clothing, sports apparel 
and equipment, gasoline, and all of the other 
necessities for comfortable living. 


buy luxuries, too. 


They will 


And they'll 


morning dailies. 
you coverage where it counts... 


around a strong schedule in Florida’s three big 
These three newspapers give 


saturation 


coverage in the areas that welcome most of 


Florida’s winter visitors. 


These can be bonus sales for you, for they 


supplement the high, steady, year ’round buying 
power of Florida’s permanent population. 


To get more of this bonus business and at 
lowest cost, build your Florida advertising 


FLORIDA TIMES-UNION 


Jacksonville - 


JTAMPA MORN 


MIAMI 


~ and the Tamp. 


For more readers per dollar and more dollars 
per reader in Florida—any season of the year— 
use the Miami Herald, the Florida Times-Union 
Tribune. 


National Representativese Reynolds-Fitzgerald, Inc., 


ING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


gh ata e et wememes s* .5 5 co 
pact Oo ea are st Mi i | 


National Representatives - Story, Brooks & Finley, Inc., A. S. Grant, Atlanta | 


than 30 book titles, most of them 
by Macfadden, including the eight- 
volume “Encyclopedia of Health” 
(now in its 16th edition). First 
published in 1911, it has sold more 
than 500,000 copies and is still 
going strong at $60 a set. 

Other old-timers stil! racking up 
good sales are such merry titles 
as “Stomach & Digestive Disor- 
ders,” “Eating for Powerful 
Health,” “Constipation” and 
“Physical Culture Cook Book.” As 
well, his “Hair Culture,” published 
in 1922, is moving briskly. 

Last winter, while running for 
Governor of Florida, Mr. Macfad- 
den married his third wife. Some 
months later a former Macfadden 
employe on the New York Graph- 
ic, Walter Winchell, wrote in his 
column: “80-year-old Bernarr 
Macfadden is sending cards to all 
men over 40, asking them if they 
are losing their ‘Adam Power’... 
after marrying a widow of 44, he 
is reasserting his belief that virility 
should improve with age. He wants 
to share his secret. He claims 
Adam’s last name was Macfad- 
den.” Great showman and pub- 
licist that he is, Mr. Macfadden 
latched onto the item at once and 
uses it to promote his recent book, 
“Adam Power,” with good results. 


es Though Mr. Macfadden has been 
the target of ridicule for many 
years, and for many reasons, no 
one ‘has ever made it stick re- 
garding his publishing. In the late 
20s, “at the height of the Mac- 
fadden empire,” as he properly 
calls it, his magazines were sell- 
ing more than 18,000,000 copies 
monthly, and he had nine daily 
newspapers including the New 


York Graphic, Philadelphia New ;, 
Detroit Daily News, Automotire 
Daily News, and Investment Daii, 
News. Conservatively, it ‘is est - 
mated this ran into holdings «{ 
more than $50,000,000, including 
True Story which, at the time, 
had the highest newsstand sale of 
any magazine in the world. 

According to a report by Mac- 
fadden Publications, the February, 
1930, issue of True Story sold 2.- 
323,181 copies, its high point under 
Mr. Macfadden. The magazine's 
present guarantee is 2,250,000 and 
the sale of its February, 1949, is- 
sue is reported as 2,432,000. 

In the June, 1930, issue of Frank 
Crowninshield’s Vanity Fair, Mac- 
fadden was “nominated for obliv- 
ion” along with Reed Smoot, Will- 
iam Hale Thompson and Richard 
Halliburton. In his case it was 
“because Bernarr Macfadden has 
made hygiene indecent, because 
his career has progressed logically 
from biceps exhibitionism to pub- 
lishing the raciest stable of cheap 
magazines now on the newsstands: 
because he plays both ends against 
the middle by deploring pruriency 
and advocating Beautiful Nudity: 
because millions of shop girls are 
promised Better Things by assid- 
uous reading of his True Stories 
et al; and because he is the biggest 
good clean laugh in the United 
States.” 


ws However, as with most of his 
detractors over the years, Mr. Mac- 
fadden had the last “good clean 
laugh,” on Vanity Fair, which dis- 
appeared. However, True Story 
True Romances, Experiences, Tru 
Detective, and The Master De- 
tective—to name a few—have 
stayed on. These, of course, are 
now owned by Macfadden Publica- 
tions, from which he retired in 
1941. 

True Story, founded in 1919, 
came about because of Macfad- 
den’s request for material on per- 
sonal experience relating to 
health, for his Physical Culture. 
This brought in experiences of al! 
kinds and he put them to use in 
another magazine. He used his 
own taste to gage their appeal, and 
actually kept to material which 
was based on fact. 


w Once, he recalls, a hack write! 
sent in some pieces culled fron 
the life of a reformed bank robber 
Mr. Macfadden got to the ex-con- 
vict, found the man himself could 
write more convincingly, and 


All Advertising 


Succeeds or Fails 


at the 


POINT OF PURCHASE 


TOPFLIGHT TAPE CO. 


YORK, 


PENNSYLVANIA 


Point of Purchase Advertising Institute 


Adv 


YOUT 
at th 
strikes 


addec 
whicl 
Gaj 
his o 
1931 
lines 
enue 
befors 
Liber 
ing to 
unusu 
Daily 
swap} 
Detro 
little 
red W: 
ahead 
San 
projec 
ago, 
agains 
fough' 
suit; 
cordin 
on WwW. 
prohil 
drink. 


s He 
Antho 
den’s 
rated 
got hi 
in jail 
Willia 


reman 
heard 
ery. B 
$2,000 
about 


ef ts re 7 e pilin’ ous. eset << Bie tt — Le igl has a fe pe ss sii 
a oe 7 | ees be f Si aR 2 c sete: 5 eRe a ae ay a re gtx at ae sie alc. oa sia P > a en Weis begat ly i oe ee = ANS oF Oe ee eons 
: aoe ets : Ss oe sic a a koe Ve ee eee ee a a ne * pis iets LS a Re Pa RS ee Sg ee, oe he: Dee a Oke coe oy ig oe ara Pte Bey 
ee a ee ee ae ce ee iii le 
. | > ae ae ee See eee ers ia Se a gd [ee ee Si ae a ie 3 : : ; ' 
gc, eee a Rs cai a ee Taha > ae 2 ae Baa’. salem os aaa ees eee é Pie 
me |_| 
Mr 7 
| . a, 
va eee Se “eat i. we * { 
: ie ™ — = PA ee ae t . ae, ee = Oy | / 
en, . soul ee . es Ee a ee é i. Oy 
(a ; = ol ae < ates Coa i P : ns 
‘ili +7 eae ae eae : ; : 
_ | j 7 : ee ce eee ay a e * 
aa | a ; ae oe 
fa ? ge: * oe 7 7 ey fom 5 _ | ? 
4 . : + - 4 ae : 7 : 
ot et te Ber ft a ee & c.: 
= Cia 2. a x > i ae 3% he" i é aa Se 5 ? 
ae | : $ oe Wee f oe aa ee. | ae : inal a? ; oe 
ae | : ’ in aes en . * 
Fi | 
i ee EEE WG SAE re laa a 
“s re a ee 
’ 
— 
- 
: 
a 
eee 
; a 
/ g 
' As = 
on ~) 
4a a) Aly) y 
: c 2 > 
; eee \7 word : \ Ny 
| yy ) \ og 
i | L : ) Jacksonville 
: toys 4 a es ——— 
‘ 2 ses > 
& \, be 
- ~ a Ge 4 1 ‘ 
ey yee . = e\ g 
me ea yy £5 j | 
ih . = ¥ _A —_— 2 
’ “ . > ; 
: ‘ isi ad a / ~ M v 2g Mi . 
toe 8a ' i é I] 2a | MIGM! | 
| p 4 Aw | 
4 ae 4 
mek “ R-- = j 
= { my fi 
?* 
| 7 
i : : 
e Po ; ve Un 
= 1S also 
Word | 
ea other | 
oy 
rc ee | mine 
: a In 1 
sss a pe den P 
e ees $5,000, 
: | Found: 
me time tc 
ce non -pr 
ip Ha 
* 10 fiy | 
be ll ove 
i int: a 
2 ee fect he 
; pee oo , Dilo’’s 
aed RS a 
: Be Oe he .ad 
5 eee SS yea -o] 
a mu a=] 
ero Biv 5 
7 , Be a a t y 
Lowest Cost tod. y. 
é = bee oe Wis) of 
7 el ye ee fe ine 1¢ 
a ee wh; 
ag overage (a ity n, 
4 pare ea he ‘ool 
be » ‘ sila ree “p 
e ee TR 
Se ——— a | ———— TTT eee a lr. 
on UIE J 2 
. nn ee esc ‘pac 


» 1949 


New ;, 
notin e 
Dail, 

est - 
gs «ot 
uding 
time, 
ale of 


Mac- 
ruary, 
ld 2.- 
under 
izine’s 
0 and 
19, is- 


Frank 
Mac- 
obliv- 
Will- 
ichard 
tL was 
n has 
>cause 
tically 
) pub- 
cheap 
tands: 
gainst 
riency 
‘udity; 
‘ls are 
assid- 
tories 
Viggest 
United 


of his 
. Mac- 
clean 
th dis- 
Story 
, True 
r De- 
—have 
e, are 
iblica- 
red in 


1919, 
acfad- 
n per- 
ig to 
ulture. 
of all 
use in 
ad his 
al, and 
which 


writer 
| fron 
“obbe! 
x-con- 
' could 
, and 


Advertising Age, September 12, 1949 


YOUTH—Bernarr Macfadden, in his thirties 

at the start of his publishing career, 

strikes an appropriate pose for a man 
of vision. 


added him to the staff at a salary 
which mounted to $350 a week. 
Gaging the public’s taste by 
his own was accurate enough. In 
1931 True Story carried 366,814 
lines of advertising, with a rev- 
enue of $4,340,000. A few years 
before this, Macfadden acquired 
Liberty magazine in what, accord- 
ing to old Macfadden men, was an 
unusual deal: the New York 
Daily News, which owned Liberty, 
swapped it with Macfadden for his 
Detroit Daily News. Relatively 
little cash was involved. In the 
red when he took it, Liberty moved 
ahead under Macfadden. 
Sandwiched in with all these 
projects, and starting over 50 years 
ago, were his constant crusades 
against sham and prudery. He 
fought the old-fashioned bathing 
suit; “murdered the corset,” ac- 
cording to G. B. Shaw; waged war 
on white bread, and denounced 


prohibition though he _ doesn’t 
drink. 
s He tangled repeatedly with 


Anthony Comstock, and Macfad- 
den’s first book, “Wild Oats,” 
rated less than racy fare today, 
got him sentenced to two years 
in jail and a $2,000 fine. President 
William Howard Taft, no less, 
remanded the sentence, when he 
heard Macfadden lecture on prud- 
ery. But Macfadden never got the 
$2,000 back and still grumbles 
about it, because such a fine would 
be unheard of today. Macfadden 
is also credited with first using the 
word “syphilis” in print, and an- 
other first was his famous l¢ res- 
taurant, which flourished awhile 
In ‘he Bowery. 

I) 1941, when he left Macfad- 
den Publications, Macfadden put 
$5,000,000 into the Macfadden 
Foundation and now devotes his 
Um-« to the various functions of the 
hon-profit organization. 

He does, however, have time 
‘of y his own plane, give lectures 
il over and make plans to live 
int. at least 99. He is still in per- 
fect health and, when he got his 
bilo’s license at 65, doctors said 
he .ad the constitution of a 35- 
yea -old. But for all his vigor and 
MU h-pictured leonine head, he 
S1V s little hint of bulging biceps 
‘od y. At 81, he is a soft-spoken, 
“ls ) of a man, 5’6” tall and weigh- 
Ns 135, ten pounds less than 
Wh n, as a welterweight wrestler, 
he ook on the world’s catch-as- 
‘a’ h-can champion in Madison 
Sq are Garden around 1900. 
® lr. Macfadden’s most recent 
"Scipade, of course, was getting 


{ 


togged out in football gear and 
making a parachute jump to cele- 
brate his 81st birthday. He'll be 
around to make plenty more 
jumps, if he feels like it, and, in 
any case, he is apparently not even 
conscious of his advancing age. 
Though he may be of others’. 

Recently, at the New York Ath- 
letic Club, he met an old employe 
of his, now 60. “Is it true,” asked 
Macfadden, “that you worked on 
the first issue of True Story?” 
When told it was, he looked pity- 
ingly at his friend. 

“You know,” he said, idly flex- 
ing a bicep, “you’re getting old.” 


Refrigeration Industry 
to Hold Show Nov. 14-18 


The Refrigeration Equipment 
Manufacturers Association will 
sponsor the 6th all-industry Re- 
frigeration and Air Conditioning 
Exposition at the Atlantic City 
Auditorium Nov. 14-18. 

More than 200 of the industry’s 
leading manufacturers plan to dis- 
play equipment, and attendance is 
expected to reach the 20,000 mark. 


Plans ‘Workshop’ Series 


The Chicago Federated Adver- 
tising Club, in collaboration with 
the Women’s Advertising Club of 
Chicago, will inaugurate on Sept. 
26 a series of general lectures to be 
followed by specialized “clinical 
workshops” covering research, cre- 
ative advertising, media, sales pro- 
motion, and layout and design. Di- 
visions will be under the direction 
of a specialist in each field, and 
meetings will be held in the ap- 
propriate departments of selected 
agencies and advertisers. 


GE Appoints Mowry 


Ralph J. Mowry, formerly sales 
manager of General Electric Ap- 
pliances Inc., Bloomfield, N. J., 
distributor, has been named mana- 
ger of appliance sales for General 
Electric Co. in Washington. 


Lowenstein Joins B&B 


Larry Lowenstein, formerly gen- 
eral manager of Richard A. Walsh 
Associates, has joined the publicity 
department of Benton & Bowles, 
New York, to work on radio pub- 
licity. 


Plans Christmas Campaign ee 


Hall Brothers Inc., Kansas City, 
Mo., manufacturer of Hallmark 
greeting cards, will open its Christ- 
mas advertising program with a 
“go to the store” theme, sched- 
uled to appear first in two four- 
color spreads in Life and backed 
by integrated commercials on the 
CBS “Hallmark Playhouse.” The 
promotion will be backed with 
display material, stuffers and 
newspaper mats. Foote, Cone & 
Belding, Chicago, has the account. 


GE Signs for Football 


General Electric dealers of 
Missouri and Kansas have signed 
to sponsor the entire season of 11 
Big Seven football games over 
KMBC-KFRM, Kansas City, be- 
ginning with the Kansas-Texas 
Christian game on Sept. 17. 


Joins Blatz Brewing Co. 


Edward F. Schmidt, formerly as- 
sistant advertising manager of 
American Home Foods, New York, 
has been appointed assistant ad- 
vertising director of Blatz Brew- 
ing Co., Milwaukee. 


| 
| 


ence 
sales staff of Outdoor Life. 


73 


‘Outdoor Lite’ Adds Haring 


Bill Haring, formerly with Sci- 
Illustrated, has joined the 
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“ys “The House of Coinage” 


The world’s largest 
and oldest exclusive 


Coin Manufacturers 
Est. 1835 


Coins, Medals and To- 
kens of every conceiv- 
able kind . . . for Ad- 
vertising, Commemora- 
tive, Souvenirs and pre- 
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The House of Coinage 


The OSBORNE COINAGE CO. 
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August Business Paper Advertising Volume 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 


duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10-inch type page. 


P 
INDUSTRIAL GROUP 1949 1948 1949 1948 
DEE Scncdaveseesese 70 71 | Chemical Processing Preview .. 118 107 
American Aviation (semi-mo.) 43 34 | Civil Engineering ........... 38 39 
American Builder .......... 149 BAB GHEE BED cccccesccceccsese 149 162 
ee 115 123 | Commercial Car Journal ..... 158 194 
American Dyestuff Reporter . ‘$1 83 | Construction Digest (bi-w.) .. 1*134 *126 
American Machinist (bi-w.) . *216 *252 | Construction Methods ....... *112 *118 
American Printer ........... 33 DOLCE ccccctccccccses 28 32 
Analytical Chemistry ........ 33 32 | Contractors & Engineers 
Architectural Forum ........ 113 110} Monthly (934 x 14) ...... 58 57 
Architectural Record ....... |||150 162 | Dairy Record ............+- 78 82 
Automotive Industries (semi- Damien BB ccciccsccccoss 88 94 
SN PDE Ed Sc cc cdsas us 134 151 | Diesel Progress (9 x 12) . 41 50 
Aviation Operations ......... *43 §104 | Distribution Age ........... 54 63 
Aviation Week ............. *'133 CARD | DOM ccc ccc ccssccccecss 72 62 
Bakers’ Helper (bi-w.) ...... ‘133 152 | Drug & Cosmetic Industry ... *92 *120 
CLC iaeéenecep aces 85 97 | Electric Light & Power ...... 78 84 
SF 32 32 | Electrical Construction & 
Fre 35 38 Maintenance ............ *82 *lll 
Brick & Clay Record ........ *40 *40 | Electrical Engineering ...... *51 *57 
Bus Transportation ......... 110 124 | Electrical South ........... 39 47 
Butane-Propane News (4/2 x Electrical West ............ 70 82 
EE SO *87 *104 | Electrical World (w.) ....... 1226 225 
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Ceramic Industry .......... *59 *62 | Engineering & Mining Journal 110 lll 
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BLM | 66 de cetinedéses ‘123 122 | Excavating Engineer ......... 35 39 
Chemical Engineering ........ *245 *258 | Factory Management & 
Chemical Industries ....... ()*"96 *106 Maintenance .........+++ 186 236 


THE NEWSPAPER THAT MADE 
ST. PETERSBURG FAMOUS! 


eee year since 1910, the entire Home Edition 

of The Evening Independent is given away free 
every day that the sun fails to shine before 3 P.M. 
press time. In all these years the average has 
been less than five sunless days per year. Thus, 
the ‘Sunshine Newspaper” has popularized St. 
Petersburg as the ‘Sunshine City.” 


When People Come to 


ST. PETERSBURG, FLORIDA 
They Read 


Che Evening Independent 


The Sunshine Newspaper 
ST. PETERSBURG'S FAMILY NEWSPAPER 


Represented Nationally by 


DeLISSER, INC. 


New York . Chicago . Philadelphia ° Atlanta 
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Air Conditioning & Refrigera- 
tion News (w.) (11'/ox16) 
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American Druggist 
American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) 
Boot & Shoe Recorder 
(semi-mo.) 
Building Supply News ....... 
Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise— 
Variety Store Editions . 
Grocery Editions 
Department Store Economist . 
Domestic Engineering 
Electrical Dealer 
Electrical Merchandising 
(9x12) 
Electrical Wholesaling 
Farm Equipment Retailing .. 
Farm Implement News 
(bi-w.) 
Fueloil & Oil Heat 
Glass Digest 
Hardware Age (bi-w.) 
Hatchery & Feed ........... 
Hosiery & Underwear Review . 
Hosiery Industry Weekly ..... 
Hosiery Merchandising 
Implement & Tractor (bi-w.) 
Implement Record 
Industrial Distribution 
PEED ccsiccoseccoccsce 
Jewelers’ Circular-Keystone .. 
Leather & Shoes (w.) 
Lingerie Merchandising 
Liquor Store & Dispenser ... 
Motor 
Motor Age 
Motor Service (4)/4x6/e) .... 
NJ (National Jeweler) 
(51/gx73@) eeeseeseeeers 
National Bottlers’ Gazette .. 
National Furniture Review .. 
Office Appliances ........... 
Photographic Trade News ... 
Plumbing & Heating Business 
Plumbing & Heating Journal . 
Poultry Supply Dealer 
Progressive Grocer (4'/4x7'/4) 
Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware 
Sporting Goods Dealer 
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1949 1948 
*76 *86 
153 141 
66 79 
1%385 +436 
6 15 
*46 59 
#93 "144 
146 125 
191 201 
*100 *118 
*76 *85 
56 82 
'89 103 
52 53 
45 53 
41 56 
113 119 
*45 *43 
*83 *99 
*43 *53 
*68 *75 
*155 *179 
191 *198 
51 52 
14,453 15,797 
‘70 *86 
107 115 
100 116 
*121 131 
*147 *166 
109 110 
*16 19 
66 86 
93 104 
69 75 
59 66 
147 176 
3% 52 
106 153 
*67 *84 
86 103 
1*143 #146 
79 87 
27 25 
1216 287 
34 30 
99 145 
56 76 
45 36 
1#136 165 
52 70 
154 177 
92 103 
221 295 

5 1§*145 4*86 
59 66 
25 38 
143 155 
lll 123 
132 155 
199 232 
81 108 
66 77 
127 127 
61 70 
26 31 
61 75 
*32 *23 
119 139 
*63 75 
108 117 
73 91 
151 157 


THIS FELLOW SPEAKS 
DoES He UNDERSTAND YOUR 


ILONGO... 


vluaonunt 7 


Fausto is a young man who speaks 
longo, a Philippine dialect. He lives 
in lloilo City, province of Iloilo. He 
also speaks English but prefers to 
read HILIGAYNON which is printed 
in his own dialect. 


HILIGAYNON covers Western Visayas 
and parts of Mindanao, second big- 
gest island of the Philippine group. 
This rich area is composed of twelve 
provinces including the important 
city of lloilo. American goods are 
distributed and sold in this territory 
in exceptionally large quantities. 


But there are other Philippine markets 
just as important. Areas where dif- 
ferent dialects are spoken. HILIGAY- 
NON is only one of eight RAMON 


ROCES publications. 


Together they 


make up the only greup to reach ef- 
fectively Filipino buyers from the 
northernmost part of Luzon down to 
Mindanao. The RAMON ROCES Group 
covers them all by dialect sectors and 
buying groups with a readership of 


over 2,000,000. 


Issue one space contract, supply English 


mats or cuts and your advertising will 
appear in the dialects in all impor- 
tant Philippine markets. 


Consult your advertising agency or 


write for further details to our United 
States Representative: ALBERT CA- 
POTOSTO, 270 Park Avenue, New 
York City, Murray Hill 8-4777. 


Ah 


1949 14 Bus 
IE ats dee taeto ons 35 4 
Super Market Merchandising . 95 ~. V 0. 
Variety Merchandiser | 
(45x65) ..........005. 74 wh in u 
Wood Construction & Build- 
ing Materialist .......... 40 2 Cu 
ee 4,838 5,493 Auge 
CLASS GROUP declit 
Advertising Age (w.) year 
an eae oe t's os 170 1758 tabul 
American Funeral Director .. 1*63 %B lodu: 
American Hairdresser ....... 32 % ou 
American Restaurant ....... 68 8g Th 
Banking (7x10-3/16) ...... 61 7H carrie 
Casket & Sunnyside ........ *45 54 
Chain Store Age— advel 
Fountain Restaura it comp 
Combinations ............ 22 3@ same 
Cleaning & Laundry World .. 39 “a 
. Fea 87 87 Lai 
Fountain Service ........... 41 sim corde 
Hospital Management ....... 62 “68 with 
Hotel Management ........ 74 89 bli 
Hotel Monthly ............. 38 on = 
Hotel World-Review (w.) pared 
EE Won occas oo s'e '*36 4M the 1 
Industrial Marketing ........ 91 
Journal of the American “i group 
Medical Association (w.) ..  *240 §*2g9 ©1288] 
SE RB edecchacckse 58 74 
Medical Economics (414x634) 91 SB s Fo 
Modern Beauty Shop ........ 46 64 ( 
Modern Medicine (semi-mo.) 1949, | 
(QYAIGH) occ cccccccees 117 —s_ 121 totale 
Nation’s Schools ........... 53 48 than 
Oral Hygiene (4-5/16x7-3/16) 107 1058 oomps 
Restaurant Management .... 64 of pé 
School Executive—School group 
Pn a. Siw iests ss 34 7 cline 
anageme 
GE «a wdccc0e 0 ce 21 21 = 
ME “Siw ctdaboveuscth bee 1,760 1,917 public 
EXPORT GROUP Her 
American Automobile ures: 
(overseas edition) ........ 67 17 
American Exporter (two 
0 ES 158 233 Classi 
American Exporter Industrial Industr! 
 f err 129 14H Trade 
Automovil Americano ....... 82 152% Class 
Caminos y Calles ........... 32 28 Export 
a ee 78 79 
Hacienda (two editions) .... 98 109 Industri 
i 15 12 Trade 
Ingenieria Internacional Class 
Comstrucsion .ccccccccess 42 659% Export 
Ingenieria Internacional 
a 75 100 ] 
McGraw-Hill Digest ......... 30 30 
Petroleo Interamericano .... 60 53 one 
Pharmacy International ...... 19 20 | 
Revista Aerea New 
Latinoamericana ............ 12 u4 
Revista Rotaria ............ 6 7 Cou 
Spanish Oral Hygiene 
(4-5/16x7-3/16) ........ 31 32 Was 
Textiles Panamericanos ..... 59 65 tributi: 
Dt Sepcaddaasahaws 660 993 1,270 C 
§Includes a special issue. COT gE 
*Includes classified advertising. dent al 
|||Does not include advertising in special of Ser 
Western section. as chai 
(17 x 10 units, 1 sold as pages. wits. 
‘Estimated. appoln 
Four issues. tary of 
‘Five issues. at a jo’ 
*HOSIERY MERCHANDISING, a new  pubii- council 
cation, was formerly the Hosiery Merchandising, 
section of HOSIERY INDUSTRY WEEKLY. Ad-M ives Ir 
vertising volume figures for Hosiery Merchandis- HS. 
ing for 1948 were taken from that section of The 
Hosiery Industry Weekly, and these figures were 
not included in the 1948 totals of Hosiery Inj™Y'Sory 
dustry Weekly. partme 
and di 
Louisville Papers Name Mr. | 
Baker General Manager Queen, 
’ T 
Lisle Baker, vice-president andgj‘ire & 
treasurer of the Louisville Courier-§“hairm; 
Journal and Times, has been ap-fnmittee, 
pointed general A pa: 
manager of the Federat 
two newspapers. Mr. J 
The title of gen- nce 
eral manager has m SCE 
been inactive 
since Mark Eth- 
ridge was made Asca 
publisher of the ' 
papers in 1942 Lest 


and the place of 
general manager 
was not filled. 


Thro 


Mr. Baker Lisle Bak + New 
joined the news- Clety of 
papers in 1936 as assistant s: cre-fPub sh 
tary and treasurer. its f) ae 

Visic 1 t 


Arvin Radios Made in Car 204 


ed 
Arvin radios, now manufac’ :re¢ yn 
in Canada for the first time The 3 
with coast to coast distrib i. - 
are being re-introduced to C 4 
dians via a newspaper camry 
Half-page space informs re ft 
that Arvin radios are mac art 
Canada for Wamac Distribi he 
Toronto, by Deseronto Electr tec 
Ltd. The campaign is being : zot 
dled by the Toronto office of J ele 
Lovick & Co. 7 
or 
Robinson Appoints Kraft =7 
Larry Kraft, formerly copy ms 
of Dan B. Miner Co., Los An 7 
has been named head of the a 
: 


tive activities of Elwood J. R 


son Agency, Los Angeles. 
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Business Paper Ad 
Volume Off 9.9% 
in August Issues 


Cuicaco—Advertising volume in 
August issues of business papers 
declined 9.9%, compared with a 
year ago, according to the monthly 
tabulation of linage figures by 
livdustrial Marketing. 

The 237 publications reporting 
carried a total of 22,044 pages of 
advertising in August this year, 
compared with 24,477 pages for the 
same ’48 month. 

Largest loss for August was re- 
corded by the 17 export papers, 
with a 21.8% drop. The 51 trade 
publications were off 11.9%, com- 
pared with volume a year ago; 
the 144 papers in the industrial 
group were down 8.5%, and 25 
class publications were off 8.2%. 


s For the first eight months of 
1949, ad volume in the entire group 
totaled 204,884 pages, 6.7% less 
than the 219,633 pages for the 
comparable '48 period. The export 
group also shows the greatest de- 
cline for the year to date, 11.8%. 
Trade publications are off 9.9%, 
class papers 6.3%, and industrial 
publications 5.2%. 

Here are the comparative fig- 
ures: 

MONTH OF AUGUST 


Pages Pages 
Classification 1949 1948 
Industrial 14,453 15,797 
Trade 4,838 5,493 
Class 1,760 1,917 
Export 993 1,270 
EIGHT-MONTH PERIOD 
industrial 132,731 140,054 
Trade 46 337 51,424 
Class 16,599 17,707 
Export 9,217 10,448 
Jones of Servel Is 


New Distribution 
Council Chairman 


WASHINGTON—The National Dis- 
tribution Council has appointed 
George S. Jones Jr., vice-presi- 
dent and assistant to the president 
of Servel Inc., Evansville, Ind., 
as chairman. Announcement of his 
appointment was made by Secre- 
tary of Commerce Charles Sawyer 
ata joint luncheon meeting of the 
council and National Sales Execu- 
tives Inc. at the Hotel Statler, Sept. 
8, 

The council is the official ad- 
visory body to the Commerce De- 
partment in selling, marketing 
and distribution. 

Mr. Jones succeeds L. A. Mec- 
Queen, vice-president of General 
Tire & Rubber Co., who becomes 
chairman of the executive com- 
mittee. 

A past president of the National 
Federation of Sales Executives, 
Mr. Jones has been vice-president 
of Servel since 1936. 


Ascap Grants Video 
Lest’ Extension, 
Through September 


N'w YorKkK—The American So- 
let) of Composers, Authors and 
Pub shers, which has extended 
its f ee licensing privileges to tele- 
ici. time and again, last week 
ed the industry another ex- 
m through Sept. 30. 
|e society, pointing out that 
1iembers have thus far re- 
d no compensation for the 
their works on video, said 
“ urther extension of the license 
he present basis should be 
‘ted beyond Sept. 30.” 
N gotiations between Ascap and 
elevision industry have been 
on more or less continuously 
several months. The two 
29s reportedly reached a com- 
meeting ground on most ma- 
ints some time ago, but a 

agreement has not been 
coming. 


Famous face and what a fegure! 


PACKARD PRICES BEGIN AT 


Here's distinctive new beauty —and distinctive 
everything else! For example: 
Distinctive, 135-HP performance. 
t-h-e-r, quieter than ever. With spec- 
tacular “safety-sprint” reserve power... and 
ional gas y! 
Distinctive, “Limousine Ride”—criple- 
cushioned by Packard's costly “self-controlling” 
suspension system. New spacious, amazingly 
soundproofed interiors... with luxury appoint- 
ments everywhere! 
Distinctive, precision-built quality—safe- 
by 4,287 major inspections per car. 
Quality nove: Of all the Packards builr—in 


135-00 Packard Eight Club Sedan 
(Where odewall $21 extra) 


#23067 ~ oeuvereo were 


*Siate and local (aves. d omy. extra Prices may vary slightly 

tm adjornreg areas because of transportation charges. 
the last 50 years—over 50% are still in service! 

And all this distinction is vours at a price 
that's less. than for many Iighter-buslt, lower- 
powered cights . . . less, even than for some of 
today’s sixes! 
The morel, of course, is: Now that you're so 
close to the price of a Packard—why not 
oun one! 


Cohter fn nidersory 


ASK THE MAN WHO OWNS Ont 


HARCOURT 
303 Broadway 


a 


When better automobiles are built BUICK will build them > 


MOTOR CO. 


Newburgh, N. Y. 


. 


WOOPS—Ask the Man Who Owns One gets all mixed up with the Buick slogan 
about better automobiles in this dealer copy, which appeared in a New York 
newspaper. 


ABC Board Won't 


Okay New Rule, 
Magazines Told 


(Continued from Page 1) 
amount would lead a reader to 
believe that such readership fig- 
ures were based in some way on 
ABC releases or audits. If it is 
not clear that there is such an im- 
plication, then it seems to me that 
we are trying to regulate the bus- 
iness activities of a publisher on a 
matter that has no relationship to 
the preparation, auditing and re- 
lease of net paid circulation fig- 
ures. 

“ ..There might be a boom- 
erang in putting the rule into ef- 
‘ect in that if a claim was made 
by a publisher of certain reader- 
ship figures and in the same pub- 
licity he gave the most recent net 
paid circulation figures...the 
reader would receive the impres- 
sion that the two figures were in- 
terrelated with an implied bless- 
ing by the ABC. 

“If the advertisers and advertis- 
ing agencies still believe, as I am 
sure most of them do, that the only 
real circulation figures are those 
which can be verified and audited 
by the bureau, the imaginative 
claims of readership would have 
little effect on such purchasers of 
advertising except where such fig- 
ures might indicate that a special 
market was covered...” 


as The use of readership figures 
has brought many disputes within 
magazine publishing and outside 
it. A little less than a year ago, 
Ralph Starr Butler, retired vice- 
president of General Foods Corp., 
ripped readership and audience 
figures in the course of a talk 
before the Association of National 
Advertisers. 

Mr. Butler feared the coming 
of the day when audience figures 
will be in general use, and warned 
that advertisers may have to pay 
a heavy price for the “use and en- 
couragement of multiple reader- 
ship figures.” 

Advertisers should not be com- 
placent in retarding audience fig- 
ures that “provide no measure- 
ment of reader interest in a pub- 
lication” and “which inevitably 


Now That Packard 
Is a Better Buick! 


New YorK—Something new in 
punchlines popped up when the 
News, Newburgh, N. Y., recently 
ran a Packard ad headed, “Famous 
faces—and what a figure!” while 
below the local dealer’s signature 
appeared the calm statement, 
“When better automobiles are 
built, Buick will build them.” 

The News only two days later ran 
a make-good omitting the Buick 
slogan. 

But both the Newburgh Pack- 
ard and Buick dealers were 
tickled over the error. They say 
they each had more customers 
than they could conceivably have 
heard from as the result of any 
other ad. 


bear such a questionable relation 
to accuracy that they cannot and 
must not be accepted for rate mak- 
ing and rate quoting purposes,” 
he said. 

Mr. Butler lauded the Audit 
Bureau of Circulations’ work, and 
called it “the most spectacular il- 
lustration in all industry of a vol- 
untary, cooperative and success- 
ful effort to do a needed, all-in- 
dustry job.” 

But three weeks afterward, H. 
H. Dobberteen, vice-president and 
media director of Benton & Bowles, 
answered Mr. Butler’s objections 
point-by-point, at the eastern con- 
ference of the American Associa- 
tion of Advertising Agencies. Mr. 
Dobberteen said audience figures 
were useful and that they have 
achieved a considerable degree of 
acceptance in industry. 


NEMA Picks Indianapolis for 
Test of Lighting Program 

The National Electrical Manu- 
facturers Association, New York, 
has chosen Indianapolis as the test 
city for research in marketing 
methods connected with an all- 
industry program of planned light- 
ing, it was announced last week by 
S. B. Williams, chairman of the 
promotion committee of the in- 
dustrial and commercial lighting 
equipment section of NEMA. 

Promotions are planned to start 
in October. Meanwhile, a lighting 
survey of the Marion County, Ind., 
market, covering accomplishments 
to date, lighting potentialities, and 
consumer opinion and preferences, 
has been undertaken by A. J. Wood 
& Co., Philadelphia, market re- 
search organization. Results of this 
survey will be announced this 
week. 


Sponsors of TV 


Net Shows Tell 
How Costs Rise 


(Continued from Page 1) 
there will be a lot of competition 
and a lot of money spent. And 
people will begin to separate the 
sheep from the goats. I don’t be- 
lieve you'll find any so-so shows 
among the leaders.” 


s Lincoln-Mercury division of the 
Ford Motor Co. through Kenyon 
& Eckhardt will pay time charges 
of $9,000 to $10,000 weekly on 
“Toast of the Town.” This is more 
than double what Emerson Radio 
& Phonograph Corp. paid when it 
bought the show last year on the 
limited’: CBS East Coast network. 

More money for Emcee Ed Sul- 
livan and augmented rehearsal fees 
will bring the talent-production 
budget up slightly to $8,500. 

Marlo Lewis, co-producer of 
“Toast of the Town,” feels that 
despite the headaches caused by 
unexpected expenses TV’s produc- 
tion costs are not out of line. 

“We must face the fact that tel- 
evision is a growing medium anid 
that costs will grow along with it 
in relation to the size of the audi- 
ence,” he said. “In the early days 
networks took losses on produc- 
tion expenses, but now that we 
know more of who should pay for 
what, we have fewer unanticipated 
incidentals and networks suffer 
fewer losses.” 


ws “Chevrolet on Broadway,” tele- 
vised on more than 30 NBC sta- 
tions through Campbell-Ewald Co., 
will have a 25% increase in its 
talent budget for fall, bringing it 
to approximately $8,000. Victor 
McLeod, who produces the half- 
hour drama, will divide the ad- 
ditional money between box office 
names, stage settings and script. 

Colgate-Palmolive-Peet Co., 
which started the “Colgate Thea- 
ter” eight months ago as a low- 
budget television experiment, pro- 
bably will raise gradually its out- 
lay for the program. No arbitrary 
figures will be set: If a play war- 
rants more stage settings, it will 
get them; if a good high-price story 
comes along, it will be bought, 
and if a popular star is available, 
he will be signed. The advertiser 
feels that the drama, placed 
through William Es.:y & Co., has 
been a good buy and warrants 
further expenditures. 


a “Break the Bank” will cost 
Bristol-Myers Co. more after it 
switches to NBC. On ABC this 
giveaway has been simulcast. Time 
clearance difficulties on NBC will 
make a_ separate telecast and 
broadcast necessary, thus increas- 
ing the over-all production ex- 
penses of the sponsor. 

However, Doherty, Clifford & 
Shenfield points out that it will 
now be possible to dress the show 
up for TV with visual skits and 
gimmicks, which were taboo as 
long as the radio audience had to 
be considered. 

Two shows which haven't felt 
the pressure of rising TV produc- 
tion costs, according to Nicholas 
Keesely, radio vice-president of 
Lennen & Mitchell, are Old Gold’s 
“Original Amateur Hour” and 
“Stop the Music.” The latter is co- | 
sponsored by Admiral Corp. on| 
ABC. 

“I suppose we’re in an enviable 
position,” Mr. Keesely said. “We 
bought conservatively priced 
shows. And they are paying off. 
Both of them were in the top five 
on Pulse’s last report. 

“If you purchase television care- 
fully, it isn’t expensive. The way 
we’re using television, we’re com- 


75 


know if the shows with high-price 
big names are paying off.” 

George F. Foley Jr., video di- 
rector of Newell-Emmett Co., re- 
ports that production-talent dis- 
bursements for Electric Auto-Lite’s 
“Suspense” ($5,000) and Chester- 
field’s “Godfrey and his Friends” 
($10,000) are remaining relatively 
constant. Auto-Lite’s contract for 
the CBS package, “Suspense,” is 
for 52 weeks. The Chesterfield 
show depends more on head man 
Godfrey than on elaborate sets and 
top money stars. 


s ABC, CBS and NBC are work- 
ing on revised rate cards for tele- 
vision. American will make no dis- 
count changes on the _ revised 
schedule, due Oct. 1, but will 
bring its list of stations up to date. 
Annual rebate for that network 
on rate card No. 2, revised as of 
Aug. 15, went up to 12%% from 
74%% on the old card. 

CBS-TV will publish a new 
schedule of charges about Oct. 1. 
In most instances, hourly rates 
for individual stations will be 
raised about 33%. 

DuMont Television Network also 
probably will revise its rate sched- 
ules in October or early November 
to include local station raises ef- 
fected since Aug. 15, date of the 
current card. A network executive 
said WABD’s (New York) time 
and live studio rehearsal—the lat- 
ter is now below the CBS and 
NBC scale—charges may be raised 
in the new card if “set circulation 
gains show an increase is war- 
ranted.” 

Possible television rate changes 
were among the topics for discus- 
sion last week at NBC’s convention 
in White Sulphur Springs. A final 
decision in the matter is not ex- 
pected to be made until network 
executives return to New York 
this week. 


E. MIDLEY SCOVIL 


New YorK—E, Midley Scovil, 
69, president, Scovil Advertising 
Co., died Sept. 7 while on vacation 
at Norton, N. B. 

A native of Canada, he came to 
this country at an early age. As 
a young man he joined the adver- 
tising staff of the New York Times 
and later became financial adver- 
tising manager. Later he formed 
his own agency, specializing in fi- 
nancial advertising. 


WALLACE H. COLE 


NEw YorK—Wallace H. Cole, 
52, art director of J. M. Hicker- 
son Inc., died Sept. 7. He was a 
former art director of Lord & 
Thomas, and in 1943 won the Mc- 
Candlish award for poster design. 


JOSIAH P. ROWE JR. 


FREDERICKSBURG, VA.—Josiah P. 
Rowe Jr., 54, editor and publisher 
of the Free Lance Star here, and 
mayor of Fredericksburg, died 
Sept. 7. 


Two Illinois Papers Plug 
Movie with Special Sections 


Herald-News, Joliet, Ill., and 
Beacon-News, Aurora, IIl., recent- 
ly ran 20 and 16-page special 
sections, respectively, in connec- 
tion with the local showing of 
Universal-International’s picture, 
“Yes Sir, That’s My Baby.” Uni- 
versal supplied editorial material 
and pictures in mats, but makeup 
was left to the newspapers. 

As the result of interest from 
movie goers and the additional 
advertising revenue gained by 
both papers, Universal will sug- 
gest a similar promotion to some 
200 key city theaters and local 
newspapers throughout the coun- 
try. 


Bolander-Olson to Mactadden 
R. Bolander-Olson, formerly 
with Esquire and Street & Smith 
Publications, has joined the Chi- 
cago staff of Sport, True Detective 
and Master Detective, published 
by Macfadden Publications. He 
will cover the St. Louis and Ohio 


ing out ahead. However, I don’t 


territory. 
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‘Mirror’ Promotes Barley 


Rex Barley, acting promotion 
manager, has been named promo- 
tion manager of the Los Angeles 
Mirror and manager of Mirror 
Enterprises Syndicate, which was 
formed last spring. Virgil Pinkley, 
editor and publisher of the Mir- 
ror, has been made general man- 
ager of Mirror Enterprises. 


KMPC Names Gibbs V. P. 


Earl E. Gibbs has been named 
vice-president of KMPC, Los An- 
geles. 


Heitkamp Opens Own Offices 

Ernest L. Heitkamp, formerly 
with Morris F. Swaney Inc., has 
opened his own offices as adver- 
tising counsel and independent ac- 
count executive at 135 S. LaSalle 
St. and 53 W. Jackson Blvd., Chi- 
cago. 


Four A’s Group to Meet 

The annual meeting of the Pa- 
cific Council of the American As- 
sociation of Advertising Agencies 
will be held Oct. 16-18 at Arrow- 
head Hot Springs Hotel, San 
Bernardino, Cal. 
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IN EFFECTIVE BUYING 
POWER* PER FAMILY 


That's Davenport, lowa . . . America's 
Most Amazing Community. The 
Davenport Newspapers . . . and 

only the Davenport Newspapers — 
saturate this wealthy market. 


DAVENPORT, IOWA 


The Only Newspapers with Home- 
Delivered Circulation on both the 
lowa and Iilinois Sides of the 
Important Quod-City Market 


THE DAILY TIMES 


THE DEMOCRAT & LEADER 


Represented Nationally by 
Jonn & Kelley. Inc 


*Copr. 1949 Sales Management of Buying Power 
further reproduction not licensed. 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


‘Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he'll be even cockier! 


Besic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair” station 


Philadelphia Ad Execs 
Criticize Company for 
Putting Him ‘on Spot’ 


New YorK—Hard on the heels of 
ADVERTISING AGE’s disclosure of 
Walter Weir as “Agency -Man X” 
(AA, Aug. 29) came a number of 
revelations of similar operations re- 
cently conducted in the agency 
field, in which specialists have se- 
lected agencies. 

AA has already printed develop- 
ments as Mr. Weir and his client 


For other comment on _ the 
“Agency Man X” discussion of how 
one should solicit an account or 
an agency, see editorial on Page 
10 and “Voice” on Page 60. 


prepared to award various por- 
tions of the account, and even in- 
cluded the reaction of an unsuc- 
cessful agency to the method of 
selection. 

Last week AA asked Mr. Weir 
what conclusions he had reached 
concerning the manner in which 
agencies solicit business, and the 
way advertisers select new agen- 
cies. 


a “I worked with seven agencies 


Would Prefer Agency 
Juryman, Weir Avers 


before starting my own,” said Mr. 
Weir, “and in all of them I found 
the same frustration—a _ sincere 
belief in what they had to offer, 
a desire to do to the best of their 
ability an outstanding job for an 
advertiser who wanted it done, 
and complete bewilderment over 
how to get this across to adver- 
tisers. And in every one of these 
agencies I felt completely con- 
vinced that the job could be done. 
But flip-over presentations, new 
business departments, briefs, even 
speculative ideas—all were tried 
more or less in the hope that 
somebody, somewhere, who was 
to make the decision, would be 
favorably impressed. 

“It was next to impossible—even 
when you were invited in—to learn 
exactly what was on the adver- 
tiser’s mind. I felt more times 
than I like to remember exactly 
like the agency man who criti- 
cized me—that the whole thing was 
just this side of roulette.” 

[Actually, the agency man Mr. 
Weir refers to said he was glad 
to find someone in the picture 
who sympathized with the agen- 
cy’s point of view—that ordinarily 
new business solicitation was just 
this side of roulette.] 

Did Mr. Weir feel that the 
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method he employed, as a “client, 
was an improvement over the us 
ual method? 


w “I felt, as a ‘client,’” said M: 
Weir, “that what I wanted wa 
some assurance that what th 
agency told me to do would b: 
what I ought to do. That’s why 
asked the auestion I did. (Wha 
assurance can you give that th: 
recommendations you make wil! 
prove effective?) Actually, whil: 
all this was taking place, I wa; 
myself invited to solicit the Te, 
Bureau account—which, to my 
mind, was the most sensible ar | 
comprehensive invitation I have 
ever received. We were provided 
with a complete analysis of the 
problem and were asked simply 
what might be the first steps we 
would recommend towards the so- 
lution of this problem. 

“We were also given certain 
criteria we had to measure up to 
—with only one of which I dis- 
agreed: that the agency have a 
minimum billing of $5,000,000. 
This amount of billing, as far as 
I am concerned, is no more indi- 
cation of the number of facilities 
an agency can provide than is $10,- 
000,000 or $50,000,000. This is just 
my opinion, however. And despite 
the fact that we competed unsuc- 
cessfully, I still think the Tea Bu- 
reau went about its selection of a 
new agency in a model manner. 
The Jewelry Industry Council, 
some time ago, went about their 
selection of an agency in pretty 


-- the paper you 


And The Miami Herald, which 
continues to increase its margin of 
leadership in.linage and circulation, 


to wrap up and deliver the entire 
Gold Coast market in one conven- 
ient, low-cost package. 


JOHN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, Notional Reps. 
A. S. GRANT, Atlanta 

Affiliated Stations -- WQAM, WQAM-FM 


Schedule okays come easier when you're doubly sure; -- that 
the markets you’ve picked can develop sales, and that the 
media you've chosen will. 


All signs, indices, and business barometers still point UP 
along Florida’s Gold Coast...85,000 more customers this year 
than last, $100,000,000 more in Sales, $85,000,000 more in 
net buying income. 
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much the same way.” 


s AA then asked Mr. Weir how he 
wuld feel if he had to engage in 
a solicitation in which another 
agency man was to make the deci- 
sion, 

‘Personally, I’d welcome it,” 
said Mr. Weir. “As a matter of 
fact, recently another advertiser 
asxed a friend of mine—an ex- 
agency man—to aid in the se- 
lection of a new agency. So far 
as I know, the solicitation was con- 
fined to four agencies, all large 
ones, but it proved eminently sat- 
isfactory. I think an agency man 
in such a situation is less likely 
to be influenced by front, or over- 
whelmed by a polished personal- 
ity. He knows what an agency has 
to offer and can generally tell, 
from their manner of presenting 
it, whether or not it’s genuine. I 
don’t know and I’m not prepared 
to say that it would be a good idea 
if this became general practice, 
but I do sincerely feel some stand- 
ards ought to be worked out by 
which to judge a suitable agency 
and select it. 

“So-called ‘experience,’ in a 
particular field, is, in my opinion, 
not necessarily a criterion. Nor 
are facilities—all agencies have 
access to the same facilities. But 
method of operation and general 
approach to a problem—any prob- 
lem—are important criteria. I 
think it would be an excellent idea 
if the Four A’s and the ANA got 
together and worked out between 
them a guide for both advertisers 
and agencies in this respect. The 
matter right now‘is too vague and 
indefinite on the one hand, and too 
brash and opportunistic on the 
other.” 


s Had his experience, AA then 
asked Mr. Weir, changed his ideas 
about his own method of soliciting 
new business? 

“No,” said Mr. Weir, “it has only 
confirmed them. We have no new 
business department. We have no- 
body stationed in the better clubs 
—golf or night. We let advertisers 
now—by mail and publication ad- 
vertising—that we are in bus- 
ness, that we believe certain things 
about advertising and operate in 
a certain way. Four of our 11 ac- 
‘ounts have come in as a result of 
his. Others have either heard of 
is or have invited us together 
vith other agencies to solicit their 
dusiness. We do not believe in 
speculative copy and layouts. 

“Our growth has not been spec- 
acular, but it has been steady 
nd solid ever since we have been 
n business. I’d like to find some 
nagic formula for speeding up 
he process, but I’m afraid—outside 
f ‘buying’ business—no such for- 
lulo exists. Just as we tell our 
‘lients, it’s a matter of time, per- 
ince and consistency—of 
ing everlastingly at it,’ as I 
hed in my first agency job at 
’. Ayer & Son.” 


O)} (PANY WAS UNFAIR. 
AD ‘XECS PROTEST 

P| LADELPHIA—The now re- 
a 1 “Agency Man X,” who was 
in by a national advertiser 
o help select other agencies 


®°h idle a number of whisky ac- 
our, was offered a number of 
°c ences by local advertising 
Xe€c lives. 

TI 


condemnations, which were 
minority, were directed 
sa t the advertiser and not 
‘© Weir, president of Walter 
© Ine. 
A ney heads, all of whom 
sk that their names not be 
pSt told ADVERTISING AGE that 
periment was almost doomed 
the beginning because no 
y man “could be that un- 


i > 


© agency head, who had been 
_ Of the proceedings from 
inception, twice offered Ap- 


VERTISING AGE exclusive  state- 
ments on the supposedly “glass 
house” proceedings and then with- 
drew them at the last minute. He 
seemed to be very bitter about the 
entire idea, which he felt was a 
travesty on good business ethics in 
a free enterprise system. 

Another nationally-prominent 
advertising executive here pointed 
out that the situation was so high- 
ly involved with personalities he 
would dislike becoming involved. 

“The idea is ridiculous to begin 
with,” he said. “In the hands of 
a good man who is completely 
fair and unbiased, such action 
would be all right. But where will 
you find such a person in this bus- 
iness?”’ 

He added that Mr. Weir un- 
doubtedly had leaned over back- 
wards to be fair in making selec- 
tions, “but he was in a hell of a 
spot.” 


ws Another advertising executive, 
who apparently had followed the 
AA stories carefully, pointed out 
that it was humanly impossible 


for Mr. Weir to be unprejudiced. 

“In the advertising business an 
agency can always handle another 
account,” he pointed out, “and 
without bringing names into it, 
perhaps a better hand was dealt 
one way than it was the other.” 

This agency executive was bitter 
about the advertiser putting the 
agency on the spot. “It just isn’t 
fair to any agency to be placed in 
such a hot spot,” he said. 


@ Another agency head pointed 
out that it was unfair to the agen- 
cies which suffered from the ex- 
change of accounts, “without even 
giving them an opportunity to de- 
fend themselves.” This man said 
a dangerous precedent might have 
been set which would injure the 
prestige of the advertising busi- 
ness. 


Baltimore Agency Ups Loden 

Dan J. Loden has been ap- 
pointed an account executive of 
Van Sant, Dugdale & Co., Balti- 
more. He will be succeeded as 
radio and television director by 
Robert F. Walsh. 
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SALES INCREASE—“‘Substantial increases above last j 

E year’s first day vol- 
ume” were reported by Goldblatt’s department stores following the louse 
of their 35th anniversary promotion in the Chicago Tribune on Monday, Sept. 
5. Again this year, as last, the anniversary sale was launched with 10 full pages 


of advertising, led off with a page in newsprint color. (ADV.) 


DIVERSIFIED INCOME 


aes 
DEPENDABLE SALES [tigt 


CIRCULATION 


Gelp 2s ee ee 221,446 
Sunday «+ «© © eo © * 352,951 
Roto, Comics, Magazine 384,042 


A. B. C. Publisher's Statement 


March 31, 1949 
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your products enjoy 
a STEADY MARKET 


tn Ahe Rocky Mountain Cnypitre 


There’s a STEADY ring to prosperity in the Rocky Mountain Empire. Sales 
are not dependent on any one crop or industry. Diversified agriculture, 
manufacturing, mining, oil production and refining, livestock raising, food 
processing, wholesale trade, transportation, and tourists all contribute 
toward building a prosperous, dependable market. 

Best of all, you can reach and sell this rich, dependable market at 
low cost... with the economy inherent in the concentration of advertising 


in one dominant medium. 


THE DENVER POST 
| Tike Voice of the Rocky Mountain Empire 


#EPRESENTED NATIONALLY BY 


MOLONEY, REGAN & SCHMITT, inc” 


Editor and Publisher PALMER HOYT 


. cate artsy is a Si. re poe ae 7" ve er Si. Saal s eas eee st ila ntieticy aie a's oa ese ay AG Peet . ate f 4 : r & e o : 
ee - pane 
§ 194: - 
PC | ml xs 7 aa 
lient, ; a . A = 
he us ee =~ ; ee ss) 
: xine y ee, 
. —" 7 - Az e y) lay 
id Mi ES neal ‘ ‘ : wa ry ja) | Ay Pin, ee 
d wa : ¥euy? ar, * aes = ~ - , > ty ~ ia ° 
ild b ; \ 4 AALS ee ‘= { . ie "ne ‘ Shun! ~ 7 
why ee on aN b it) “aes ~~ = SS $ / a 
‘Wh ee ae 
at th: | NY % DOTS qe a a) 
whil: | % AS ) a >» pea =o Bee = — a ony : 
0 my Bel eave eee@\ sl! 79 JS % 
le ari Pe oy: oe Be ———— m= dl ay Ca 7 
: Oe \See eg et) a B= 6 2 %8 | 
[ have ee eae ee Se - 38 52 ~*~ Ps ad > hh ~~ f 
ovided ‘% 4 =e ae > -” s a? fy ss sy i 
simply Bake - ela a hy 7 | a 
. ia <i a Be ors we | 
eps we te ae EE ae ee Re SS a 
the so- Bs saa ee wie 8 es Ai Loe ; 
: il coxa 
< | 
f ; 
eo ' 
{ 1% 
- 7 
é “ 
| : 
| MW 
; 
— os ~~ $ 
ZZ ay a | 
i Mabel . 
a W al ‘ 
= , 
“a @ 
— ' 
‘ 
* ! 
} ee 
ee 
i SC 
> 
ee : 
: ian : 
: = ) | | 
‘ Sail 
te f : t ; 4 oye ee A sues a 
Se Se ee shes iit at Ae. Ba EE ea ie ms eyo ia Ser ee hace eee aol Aa ahs of gid gta alte ees Ee pre egies ge aes Pie t ene sige ae % Rrra gh Rie gt 3 Gage Se sie ps ere at + he Be e ee we = AOD at a ia, Ny 


Oe 


78 


Perfection Names Erhard 


Herbert C. Erhard has been ap- 
pointed sales manager of its new 
Oriole and Acorn gas range di- 
visions by Perfection Stove Co., 
Cleveland. Mr. Erhard was asso- 
ciated for more than 25 years with 
the Standard Gas Equipment Corp., 
Baltimore, the former manufac- 
turer of the Acorn and Oriole lines. 
Since the first of the year Mr. 
Erhard had been sales manager of 
the Anderson Stove Co., Ander- 
son, Ind. 


(Simpson-REILLY, LTD. | 
Publishers Representatives 


SINCE 1926 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIPE BLDG. 


American Wine 
Raises Budget 
for New Line 


(Continued from Page 1) 
wine that can be sold to offset the 
serious threat offered to conven- 
tional table wine sales by the 
zooming Kosher wines in the past 
few years. 


a Within recent years, Kosher 
wines have been taking an in- 
creasingly large share of this bus- 
iness that has been considered the 
property of California wine pro- 


" heer business 
yor 8 27 deli ghtf ully 


nec AFFILIATE 
g. PETERS, INC. 


FREE 


ducers. Californians have ac- 
counted for 90% of wine sales. It 
is now estimated that Kosher wines 
account for as much as 15% of 
total table wine sales, with an 
anticipated doubiing or trebling of 
this volume in the next few years. 

The most ominous fact to table 
wine producers has been the au- 
thoritative estimate that close to 
90% of Kosher wine sales are 
made to Gentiles although this 
sweet wine was originally pro- 
duced for use during Jewish re- 
ligious holidays. 


@ Technically, and in accordance 
with regulations of the U. S. Al- 
coholic Tax Unit, Kosher wines 
must be labeled sub-standard be- 
cause they contain added sugar. 
Wine has a low alcoholic content, 
and (without added sweetness) 
the lower the alcoholic content, 
the lower its sugar content. 

Previously, California producers 
were prohibited by regulations 
from manufacturing a wine with 
a “Balling’—an instrument mea- 
surement—greater than 14 points. 
This in effect denied them the op- 
portunity of competing with Ko- 
sher wines by adding sugar. Re- 
cently the Balling point limit was 
raised in California and Gallo 
wines came out with a sweet wine 
last month. However, American 
has been working on a wine with- 
in previous limits and its new wine 
is exactly 14 points. 

The objective has been to get 
a wine that is refreshing and 
sweet, with a decidedly fruit-like 
taste obtained by use of sweet Con- 
cord grapes. As Charlotte De Ar- 
mond, advertising manager, ex- 
presses it: “Most people who don’t 
drink wine don’t like it. The new 
wine is made for people who don’t 
like wine.” 


e Your AA reporter, who does 
like wine, can report that Early 
American has a pronounced sweet 
grape taste and an almost un- 
noticeable alcoholic aftertaste. 

Among the difficulties met in 
the production of the new wine is 
the fact that previously, when 
shipped, this type became cloudy 
and showed sediment in the bottle. 
Actually, this is no indication of 
wine quality (some of the finest 
are not clear), but the public just 
wouldn’t buy it. Shipping would 
also cause the wine to ferment 
with the result it changed charac- 
ter and became a very dry wine. 
American says it now has these 
problems licked. 

Announcement of the new wine 
is being made to the trade with 
page ads in Liquor Store Dis- 
penser, Package Store Manage- 
ment and state price books. Con- 
sumer advertising will begin early 
in October in newspapers in Los 
Angeles, San Francisco, New York, 
Chicago, St. Louis, and Philadel- 
phia, where initial efforts will be 
concentrated. Opening ads will be 
1,000 lines, to be followed with 
smaller space as the market is 
saturated. 


# American has national distribu- 
tion but production will be limited 
at the beginning. By January or 
February, production will be in 
full swing and it is anticipated 
placement of the wine will be na- 
tional through the company’s 240 
distributors. At that time, a sched- 
ule of four-color pages and half- 
pages will begin in Life. 

Backing this up will be an in- 
tensive direct mail campaign to 
dealers, and a considerable amount 
of display and point-of-sale ma- 
terial. 

Concurrently, Cook’s Imperial 
champagne will be promoted with 
an October-through-June schedule 
of one-third page b&w ads in 
Bride’s Magazine, Gourmet, Holi- 
day, House Beautiful and The New 
Yorker. 

Theme of the campaign will be 
entirely new “Cook’s Champagne 
Love Toast,” developed by Foote, 
Cone & Belding, recently appointed 


agency. This will be highlighted 
with an illustration of two lovers, 
arms intertwined, drinking a toast 
with Cook’s champagne. It will be 
hammered home by supporting di- 
rect mail, and display and point- 
of-sale material. 


# Rounding out the expansion of 
the “American Line” is the acquisi- 
tion of a line of mmported Scotches 
which will be given strong pro- 
motion, mostly at dealer levels. 
The company has also leased a 
winery in Sonoma County, Cali- 
fornia. 

The company will mark its cen- 
tennial in St. Louis (where it has 
its plant) with a three-day fare 
of promotion the first week of No- 
vember. An interesting sidelight 
is the fact that until early this 
year American had thought it was 
founded in 1859. But in a search 
of the archives of the Missouri 
Historical Society earlier refer- 
ences were found going back to 
1849. 


Owens-Corning Ups Curtiss 


William H. Curtiss Jr. has been 
appointed advertising and mer- 
chandising manager, with head- 
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quarters in New York, of the te: - 
tile products division of Owen;- 
Corning Fiberglas Corp., Tolec o. 
He was formerly administrati ec 
assistant to the president. Ral)h 
B. Crandell will succeed him 4 
his former post. 


Abbott Kimball Named 

Agency for Nylon Dip on 
Earl Witt Inc., Chicago sales 

organization, last week announc.: ( 


the appointment of Abbott Kiri-Bine g 
ball Co. to handle the advert)s- 


ing of Nylon Dip. The produ:tf.. = 
backed by newspaper and sjot “Tell 


radio advertising, is being intro- 
duced in additional markets fromg®'?™ 
coast to coast this fall (AA, Aug. hi 
29). today 

First task of the new agency@attorr 
was a Chicago “special,” an 800-Bio ar 
line ad in the Daily News andy s. 
Tribune Sept. 9 reprinting a news jonny 
story about Walter E. Rose, ac- trict’s 
cused of mail fraud and selling ” 
distributorships, at $1,000 each, . 
for a hosiery preservative made! Wi 
up of 97.5% water. Purchasers off Venn 
Nylon Dip were told that the pro-§ Mond 
duct doesn’t quadruple the life whon 
of nylon stockings—as Roseffcigne 
claimed for his hosiery dip—“but§ asked 
really does make nylons lastil jictrj 
months longer,” and that it is sold en 
only by reputable stores. “9 


BG Ga 


BROADCAST 
CORNED BEEF HASH 


TIMELY TIEUP— When Broadcast Corned Beef Hash placed, through Arthur 
of Thursday, Sept. 8, A & P Food Stores in the same issue tied in with a full 


page in black and white prominently 


product and utilizing some of the artwork from the color page. (ADV.) 
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Put your sales message in wo king 
clothes . . . send it where hard h «ting 
advertising really pays off ... + the 
Original Equipment Manufactur: °s i" 
refrigeration and air conditionin; . Re 
frigerating Engineering reaches nore 
“executive engineers” in these 1 ants 
than any other publication in the ield. 

These “executive engineer” re ders 
are the men who buy raw mat: ‘als, 
components and assemblies by the 
carload for this $2,500,000 m. rket 
They’re the big volume buyers yo" 
must sell to sell this big volume m_rket- 


Want helpful facts on the sales po 


An br o> &." tential of your product in the refr jer y 
““going to work" ation and air conditioning ma: et? . 
We'll be glad to brief your ; ‘les - 

department. ’ 
a 

st 

e + * Nit) ¢ 
Refrigerating Engineerin: >. : 
Published by ‘ . ie 
The American Society Established 19 JO: ou 
of Refrigerating Engineers Y or 
- 
40 W. 40th St. New York 18," [Oli 
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FCC Refuses to 
Postpone Ban 
on Giveaways 


(Continued from Page 1) 
the government’s giveaway ban. 

Radio Features seeks to prevent 
“irreparable loss” to its syndicated 
“Tello-Test” and “Tune-Test” pro- 
grams. 

The hearing was continued until 
today (Sept. 12), however, when 
/Battorneys for Radio Features agreed 
to a request for the delay, made by 
U. S. Assistant District Attorney 
John Lulinski, who heads the dis- 
trict’s civil division here. 


s With federal district court con- 
vening for its regular fall term 
Monday, Judge Michael Igoe, to 
whom the case was originally as- 
signed when filed Sept. 2, will be 
asked to convene a three-judge 
district court to rule immediately 
upon the case. 

FCC is expected to intervene in 
the court action here Monday. 
While details of the legal battle 
it expects to conduct have not 
been disclosed, Walter Schwimmer, 
president of Radio Features and 
executive vice-president of the 
Chicago agency, Schwimmer & 
Scott, said the company will be 
ready to press its case at once. 

Radio Features, in a 14-page 
complaint lodged by Kenneth 
Houston, vice-president, castigated 
FCC’s action against giveaways 
as “arbitrary, capricious, unrea- 
sonable, an abuse of discretion, 
and wholly without jurisdiction 
or authority, and contrary to all 
constitutional, statutory, procedur- 
al and legal right.” 


s Mr. Schwimmer told ADVERTIS- 
Inc AGE that Radio Features, with 
considerable property to protect, 


Arthur @2tends to go about it aggressively. 
Tribune ‘We feel,” he said, “that the 
th a full #FCC doesn’t have this censorship 


npany’s power over such programs. We 
feel that, even if it did, our pro- 
grams are not lotteries. We’ve had 
Tello-Test’ gone over with a fine- 
tooth comb. On two _ occasions 
within the past several years, we 
asked the commission—because 
stations asked us—if it might be 
considered a lottery. We’ve never 
received an opinion that it was.” 
In addition, he said, Radio Fea- 
tures submitted the program for- 
mat to the Post Office Department 
in Washington and was told last 
September that it was acceptable 
for mailing under the postal laws 
and regulations. 
_ With the ban scheduled to go 
into effect Oct. 1, the company’s 
complaint set forth, Radio Features 
faces immediate loss because sta- 
tons and program sponsors have 
Served notice that they are termi- 
nating contracts, or have “threat- 


wo king H®"€ to breach their contracts.” 
1 hi cting 
.t> the @® A> of last Thursday, said Mr. 
tur: sin BSch immer, “we have had two 
sin; . Re HBdefi ite cancelations.” Other sta- 
es nore tion and sponsors have withheld 
e | 71 acti 1, however, pending outcome 
the ~ of | e court fight started by Ra- 
“ ‘ak dio eatures and the networks. 
<a te © tio Features started “Tello- 
m. rket ong about seven years ago, fol- 
yers you ow g it up with a musical varia- 
— “on “Tune-Test,” this year. The 
syn cated shows, the complaint 
= e aga st FCC states, have been 
cat on = cast over hundreds of radio 
1 ole fe. S, including those in 28 
Sta’, the District of Columbia 
‘nc Canada. 
st contracts are arranged with 
F the individual stations, in 
me cases with sponsors or their 
‘6 cles, Mr. Schwimmer said. Ma- 
$19 J°° outlets include the Yankee 
ork stations; WOR, New 
, WGN, Chicago; KSTP, Min- 
1s, .) olis-St. Paul; KDKA, Pitts- 


h; WWDC, Washington, D. C., 
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Last Minute News Flashes 


Campana Ends Long ‘First Nighter’ Sponsorship 


Cuicaco—Campana Sales Co., 


which has sponsored 


“The First 


Nighter” since the program was originated in 1930 over the old Blue 
Network, will drop the show Sept. 29. The program, aired over 141 
CBS stations until last July, has since been carried via 61 outlets 
Thursdays, 9:30-10 p. m., CDT. Wallace-Ferry-Hanly Co., agency hand- 
ling “First Nighter,” said it may be back after the first of the year. 
Campana will continue a 15-minute Sunday morning program, “Sol- 


itair Time,” over NBC. 


Leo Burnett Appointed by Tea Bureau 


New YorK—The Tea Bureau has appointed Leo Burnett Co., Chi- 
cago, to handle its advertising. Seventeen agencies competed for the 
account. For the first six months or more, advertising is expected to 
be limited, after which an expenditure of $500,000 is anticipated an- 
nually, with a possible budget of $1,000,000 a year within two years. 


Ayer Gets Coleman Major Appliances Account 

Cuicaco—The Coleman Co., Wichita, Kan., manufacturer of furn- 
aces, space heaters, water heaters and other oil and gas equipment, 
has appointed N. W. Ayer & Son as advertising counsel for its major 
appliances. Potts-Turnbull Advertising Co., Kansas City, will continue 
to handle Coleman’s small appliances division. 


GE Drops Radio for TV; Other Late News 


General Electric Co., Schenectady, following in the footsteps of the 


Ford Motor Co. and International Silver Co., 


is dropping network radio 


this season in favor of TV. Fred Waring’s radio show (NBC through 
BBDO) will go off the air this month; Waring’s video show (CBS 


through Y&R) returns Sept. 25 after a summer vacation.. 


. Foote, 


Cone & Belding International Corp. has appointed Inter-Americana de 
Publicidade S. A. as its exclusive representative in Brazil. Fernando 
Rincon-Gallardo has been named FC&B International regional direc- 
tor in charge of coordinating the agency operations under the new 


setup... 


Stations represented by Edward Petry & Co. will meet in New 


York Wednesday (Sept. 14). A principal topic of discussion is expected 
to be the protracted legal struggle between Edward Petry, president, 
and Henry I. Christal, secretary-treasurer, for control of the company, 
although Mr. Petry declined to comment on the meeting until after it 


has been held... 


Chappell, has joined Walter Weir Inc., New York.. 


Herbert Lytton, copywriter, formerly with Owen & 


. The Borden Co., 


New York, has appointed Young & Rubicam to handle advertising of 
its Ration-Ayd and animal food departments and its Shark Industries 


and soy processing divisions, effective Oct. 1. 


.Standard Brands is 


using three-color pages in western Tennessee newspapers to announce 
reentry of its Chase & Sanborn into the bag coffee field. Compton Ad- 
vertising is the agency. Chase & Sanborn is now sold in bags in Georgia, 


southern Virginia, 


the Carolinas, 


and now Tennessee... Arlington 


Chemical Co., Yonkers, N. Y., has appointed Charles E. Egry director 


of sales. He has been with Sharp & Dohme.. 


. Thor Corp. has just 


opened a three-month campaign for its Automatic washer and Glad- 
iron, in 11 magazines and newspaper distributed magazines, via Earle 


Ludgin & Co... 


Mary McClung, general manager of the New York Post 


Home News, was no longer listed in the masthead last week, and no 
explanation was forthcoming. Richard Manson, special assistant to 
Dorothy Schiff, publisher, refused to comment but told AA a statement 
will be issued this week. Miss McClung has been with the paper since 
1937 and was named general manager last year. 


and WHB, Kansas City. Among the 
scores of sponsors are Walgreen 
Co., National Food Stores and 
Puritan Co. of America, for Real- 
emon. Vick Chemical Co. has been 
a seasonal, but consistent, user 
during past years. 


es A number of stations, Mr. 
Schwimmer declared, have termed 
“Tello-Test” the “cleanest” prize 
giveaway show on the air and 
added that if any are allowed, this 
one certainly should be. It in- 
volves telephone calls to people 
who are asked to answer a question 
on a subject of general interest. 
The correct answer brings an 
award of cash or merchandise, de- 
pending on the station and spon- 
sor; and consolation awards in- 
clude cash, merchandise or mer- 
chandise certificates. The respond- 
ent need not be listening to the 
radio, “answer the telephone in 
any prescribed manner or have in 
his or her possession any evidence 
of purchase of any of the spon- 
sor’s products or services.” 

With both “Tello-Test” and 
“Tune-Test,” which asks the per- 
son to identify a popular song 
played over the telephone and then 
a “master question” about popular 
music, the prizes increase in value 
until the correct answer is made. 

The complaint, filed by the le- 
gal firm of Kirkland, Fleming, 
Green, Martin & Ellis, points out 
that Radio Features “has spent 
great sums of money and amounts 
of time in perfecting, advertising 
and selling its programs,” that it 
maintains a large staff of research 
workers, writers, sales and promo- 
tional personnel, that it has made 
large investments in operational 
and sales literature, has created 
valuable good will and “has in the 


past, and reasonably expects in 
the future, to earn great sums of 
money as revenue for many years 
to come.” 

A ruling by the three-judge 
court, as sought by Radio Fea- 
tures in its petition for a restrain- 
ing order and permanent injunc- 
tion against FCC’s order, may be 
appealed by either party to the 
suit directly to the U. S. Supreme 
Court. 


4]-City Illinois 
Brand Preference 
Study Is Released 


Cuicaco—The lack of uniform 
sales patterns within a state area 
or even in neighboring city mar- 
kets on individual brands was 
pointed up here Friday at a special 
presentation arranged by Illinois 
Daily Newspaper Markets Inc. 

The occasion marked the release 
of the Springfield, Ill., group’s 
fourth annual Illinois Consumer 
Analysis. The series of consumer 
brand preference studies is con- 
ducted jointly by members in 41 
daily newspaper cities in Illinois 
outside Chicago. 

The organization’s 1949 studies 
are printed in ten volumes, each 
presenting detailed information for 
each of the 41 markets individ- 
ually, as well as an over-all sum- 
mary. Data is included on nearly 
50 products, as well as figures on 
car ownership, vacations, etc. 

Paul L. Gorham is general man- 
ager of the group. Martin Ander- 
son, of Gilman, Nicoll & Ruthman, 
served as chairman of the Chicago 
meeting this year in cooperation 
with other representatives who 
serve member newspapers. 


eae ue 
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CAMEO 


| CLEANSER 
“wc MU CONTEST 


CAMEO CONTEST—Cameo Corp., Chi- 

cago, used newspapers in four Ohio 

cities to test its contest promotion. Similar 

copy, with different prizes, is set to 

break in the Chicago area this week, 

through J. R. Pershall Co., Chicago 
agency. 


‘Forum’ Announces 
Incentive Discounts 


New YorK—Architectural For- 
um has announced a new policy 
of. incentive discounts effective 
with its January issue, with no re- 
duction in the circulation rate 
base of 60,000 net paid. 

The 12-time rate for a b&w full 
page will be cut from $900 to $720, 
the 12-time rate for a full page in 
two colors from $1,025 to $880. 
Adjustments on other units in- 
clude a reduction from $295 to 
$195 in the 12-time rate for quar- 
ter pages. 

Explaining the move, George P. 
Shutt, advertising director, said: 
“The Forum this year is setting a 
new all-time record for publica- 
tions in the building industry in 
advertising revenue. We are run- 
ning well ahead of last year both 
in pages and dollar volume...” 

P. I. Prentice, Time Inc. vice- 
president and Forum publisher, 
commented: “Technological pro- 
gress in this industry is now so 
rapid that many buildings erected 
before 1930 are already obsoles- 
cent. At a time like this, we feel 
that .Architectural Forum... has 
a special responsibility for facili- 
tating the exchange of news of 
new methods and new products, 
not only in our editorial pages, 
but in our advertising pages as 
well.” 


Direct Mail Survey Started 


The Direct Mail Advertising As- 
sociation, New York, is conducting 
a survey by which it hopes to set 
up a new index, or measurement, 
of the dollar volume spent in di- 
rect mail advertising. The initial 
mailing of questionnaires, accord- 
ing to Frank Frazier, executive di- 
rector of the association, is be- 
tween 4,000 and 5,000. Depending 
on returns, Mr. Frazier said, it 
hopes to complete tabulations in 
December. 


Gillette to Air Series 


Gillette Safety Razor Co. will 
sponsor broadcasts and telecasts 
of the World Series ball games, 
with 600 Mutual Broadcasting Sys- 
tem radio stations airing the games. 
Mutual will decide later which TV 
stations will handle the telecast. 


Erie Has 8,200 TV Sets 


WICU, Erie, Pa., reports that ac- 
cording to the records of television 
set manufacturers, dealers, electri- 
cal service companies and instal- 
lation representatives there were 
8,200 television sets on Sept. 2 in 
the area served by the station. 


Boultbee Joins K&E, Toronto 


Pat. H. Boultbee, formerly with! 


James Fisher Co., Toronto, as of- 
fice manager and space buyer, has 
joined the Toronto office of Ken- 
yon & Eckhardt to take charge 
of media and general office super- 
vision. 


79 
‘Harper’s Magazine’ 
Hunts Not-So-Sure 
Readers, Advertisers 


New YorK—Harper’s Magazine 
last week replied editorially to the 
question of A. R. Tofte, manager 
of the advertising and industrial 
press department of Allis-Chalm- 
ers Mfg. Co., about why it used 
advertising space to reproduce an 
article criticizing the way automo- 
biles are being built. 

The Harper’s Magazine adver- 
tisement, which appeared in AA 
April 18, brought a letter from 
Mr. Tofte (AA, May 16) in which 
he said: “Now to me the paradox 
is this. Harper’s ran the ad in 
ADVERTISING AGE to impress ‘sales 
and advertising moguls’ with the 
importance of using their book. 
And in the copy they slap those 
same moguls in the face. 

“What kind of selling is this?” 


ws The Harper's copy in AA con- 
sisted of a digest of an article, 
titled “Those Big Fat Cars,” by 
Alfred H. Sinks, which discussed 
the inadequacies of contemporary 
automobile design. 

The September Harper’s notes 
the letter to AA (“One of the most 
interesting trade magazines there 
is”), and gives the reply of David 
Frederick, now general manager 
of Harper’s and onetime editor 
and later publisher of Tide. 

“I confess to the suspicion,” Mr. 
Frederick wrote, “that there are 
just as many literate and quizzical 
people in the car business as any- 
where ...I’m sure they aren’t all 
wedded to the belief that every- 
thing they do or touch is sainted 
or the epitome of perfection. As 
a matter of fact, the very guy I’m 
after is the man in the automotive 
field who isn’t so sure of every- 
thing. I have a better chance with 
such a man to argue that maybe 
Harper’s can do something for 
him.” 


ae The magazine goes on to re- 
mark editorially that it is after 
people in all fields who “aren’t 
so sure of everything,” readers as 
well as advertisers. 

“We do not expect all our ad- 
vertisers or all our readers to agree 
with all the ideas our contributors 
present in our pages,” it explains. 
“We often don’t agree with them 
ourselves. But we know that in 
the magazine business—as in the 
automotive business or any other 
—the vital leadership (though not 
necessarily the biggest immediate 
profit) belongs to those who are 
alert to the possibility of con- 
structive change and who are 
ready to listen to dissenting opin- 
ions.” 


Textile Paper Leaves ABP 


Clark Publishing Co., Charlotte, 
N. C., publisher of Textile Bulle- 
tin, has withdrawn that publica- 
tion from membership in the As- 
sociated Business Publications. 
This makes 26 publications that 
have resigned from ABP since the 
association’s convention in May 
split on several policy matters, in- 
cluding refusal to favor the audit- 
ing of controlled portions of ABC 
papers. 


Appoints David Graham 


David H. Graham, editor, has 
been named Montreal and district 
advertising sales representative of 
Canadian Industrial Equipment 
News, published by National Busi- 
ness Publications, Gardenvale, 
Que. He succeeds R. G. Rowlands, 
who is leaving to reside in the 
United States. 


To Sponsor ‘Auction-Aire’ 


Libby, McNeill & Libby will 
sponsor “Auction-Aire,” first vi- 
deo auction show, on ABC Sept. 
30, 8-8:30 p.m., CST. It will be 
seen in New York, Philadelphia, 
Boston, Baltimore and Washing- 
ton. J. Walter Thompson Co. is the 
agency. 
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80 
Wooters To ‘Good House’ 


J. Dukes Wooters Jr., formerly 
with Great Lakes Carbon Corp., 
New York, has joined the fashion 
merchandising sales staff of Good 
Housekeeping. 


Appoints George Jahnke 
George T. Jahnke, formerly di- 
rector of advertising of Liquid 
Carbonic Corp., has been named 
assistant to the president of Glenn, 
Jordan, Stoetzel, Chicago agency. 


While primarily located in one of the very greatest and most 
eye agricultural sections of the country, St. Joseph is known 
or the diversification of its industries and its wide wholesale and 


jobbing market. 


Located in the CENTER of the NATION 


... with river and air 


TRANSPORTATION as well as rail and highway . . . St. Joseph 
is the gateway to the west in 1949 as it was in the Gold Rush of 


1849. 


Some of the larger employers are Armour & Co., Swift & Co., Dugdale 
Packing Co., Goetz Brewing Co., Quaker Oats Co., Smith Bros. Mfg. Co., Ely- 
Walker Mfg. Co., Sun Mfg. Co., Noma Electric Corp., Terminal Warehouses 


and Mokin Produce Co., 


hicago, Burlington & Quincy, Western Tablet Co., 


Tootle Dry Goods Co., C. D. Smith Drug Co., Wyeth Hdw. & Mfg. Co., and 


Whitaker Cable Corp. 


(EVENING ANO SUNDAY) 


St.Joseph Gazette 


(MORNING) 


ST. JOSEPH NEWS-PRESS 
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JOHN F. DE GROOT 

New York—John F. De Groot, 
53, executive of the Hearst Ad- 
vertising Service and national ad- 
vertising manager of the New 
York Journal-American, died Sept. 
6. Despite failing health, he worked 
until three days before his death. 

Born in the Bronx, Mr. De Groot 
was graduated from Fordham 
University in 1918 and joined the 
research and marketing depart- 
ment of the New York Evening 
Journal the following year. After 
seven years he became director of 
the department. Subsequently, he 
joined the national sales staff of 
the Rodney Boone Organization, 
predecessor of the Hearst Adver- 
tising Service. In 1943 he was ap- 
pointed national advertising man- 
ager of the Journal-American. 


RALPH S. FOSS 

PHILADELPHIA—Ralph S. Foss, 
68, retired director of sales for 
the McGraw-Hill Publishing Co., 
New York, died Sept. 6 in Bryn 
Mawr . Hospital. He was a past 
president of the American Text- 
book Publishers Institute of New 
York and a director of the As- 
sociated Exhibits of the National 
Education Association. A graduate 
of Harvard, Mr. Foss served for 
many years as publication director 
of the Harvard Business Review. 

Before his retirement in 1946, 
Mr. Foss had spent 40 years in 
textbook publishing, starting in 
1906 with the American Book Co., 
of which he later became sales 
manager. About the time of 
World War I he became a director 
and vice-president of McGraw- 
Hill Publishing Co. and a director 
of the McGraw-Hill Catalog & 
Directory Co. 


COL. B. M. SHEPHERD 


RicHMoND, Va.—Col. B. Morgan, 
Shepherd, 76, vice-president of 
Southern Planter, died at his home 
here Sept. 5 following a lengthy 
illness. 

Col. Shepherd had been asso- 
ciated with the farm publication 
for more than 53 years and had 
served four times as president of 
the Agricultural Publishers Asso- 
ciation. He had been a member of 
APA’s board of directors for the 
past 14 years, and was active in 
formation of the Audit Bureau of 
Circulations. 


RICHARD D. SCALES 

Cuicaco—Richard D. Scales, 38, 
vice-president of Industrial Sur- 
veys Co., and president of the Chi- 
cago chapter of the American 
Marketing Association, was fatally 
injured Sept. 4 in an auto-truck 
collision near Walkerton, Ind. Mr. 
Scales, who had been with the 
marketing research organization 
for the past four and a half years, 
previously was research director 
for Scott Paper Co. 


GEORGE F. KROHA 


Rocuester, N. Y.—George F. 
Kroha, vice-president and general 
sales manager of the Pfaudler Co., 
died in a Cleveland hospital Aug. 
31. He had suffered a cerebral 
hemorrhage while returning from 
a business trip to Dayton Aug. 20. 
Mr. Kroha, who was 50, joined 
Pfaudler in 1920 as assistant ad- 
vertising manager. He was elected 
vice-president in charge of pub- 
licity and sales promotion in 1929, 
and since 1931 had been general 
sales manager. 


GUY T. VISKNISKKI 


New YorK—Guy T. Viskniskki, 
73, onetime part owner of the 
Telegram, Clarksburg, W. Va., 
manager of King Features Syndi- 
cate and consultant to newspaper 
owners, died Sept. 6. 

Mr. Viskniskki edited and man- 
aged Stars and Stripes, official 
publication of the AEF in World 
War I. He worked for a number 


of newspapers and syndicates and 
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before World War I operated 
his own syndicate here. 


VAL PHELAN 


GREENVILLE, Miss.—Val Phelan, 
52, with the public relations staff 
of Delta Development Co., died 
here Sept. 3 of a heart ailment. He 
formerly headed a St. Louis ad- 
vertising agency, which he sold 
five years ago. 


E. H. SANBORN JR. 


New YorK—Edward H. San- 
born Jr., 52, eastern state monop- 
oly division manager of Park & 
Tilford Import Corp., died Sept. 
1. He had been associated with 
Park & Tilford for 15 years as 
sales representative, state man- 
ager and division manager. 


DONALD BARR 


Tucson, Ar1z.—Donald Barr, 43, 
vice-president of Young & Rubi- 
cam and manager of the advertis- 
ing service section of its Holly- 
wood office, died at his home here 


after an illness of more than a 
year. In 1934, Mr. Barr joined t « 
Birds Eye division of Gener ;| 
Foods Corp. as advertising ma .- 
ager. When he left to join t e 
agency in 1945 he was vice-pre: - 
dent of Birds Eye-Snyder Inc., » 
charge of marketing. 


WILLARD B. PRINCE 


New YorK—Willard B. Prince, 
61, specialist in house organs, di: 
Sept. 5 at his summer home » 
Mountainville, N. Y. For 20 years 
or more he had specialized in the 
publication of house organs for 
various organizations. 


WALTER S. SULLIVAN 


Boonton, N. J.—Walter S. Sulli- 
van, 83, former advertising man- 
ager of the New York Times and 
of the Mutual Life Insurance Co, 
died at his home here Sept. 6. 

Born in Dayton, O., he was 
graduated from Dartmouth Col- 
lege in 1889 and joined the staff 
of the Times as a reporter. In 
1891 he was named advertising 
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Reaches More Quad-City 
Homes at a Lower Cost!!! 


Check these 


Cost Figures 


Aorning, Mon. thru Fri. 
ie sine’ 


Station “B’’... 
_ Station “C” 
Evening, Mon. thru Fri. 


Station “B”.... 
Station “C”’. . 


Cost per 1,000 Radio Homes 
in the Quad-Cities* 
15-minute 1-minute 

Program Announcement 
$ 6.30 $ 2.10 
11.65 4.66 
19.96 7.98 
$ 8.47 $ 2.82 
8.84 3.53 
18.94 7.58 
$13.06 $ 3.27 
10.03 3.01 
a 19.08 5.74 a 


*Based on Hooper Station Listening Index, March-April, 1949. ( :e- 
time station rates as quoted in SR&D. 
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vanager of the American Econo- 
han af ist. In 1896 he was appointed 
edtefl = avertising manager of the Times 
eneri! J 1d in 1902 became advertising 
_ma.- anager of Mutual Life. Later 
in tei). was made purchasing agent. 
“pre: - §@ \ie retired from business in 1939. 
ne., 1 


\Vestinghouse Boosts Nunez 


Luis G. Nunez has been pro- 
noted from assistant manager to 
nanager of the sales promotion 
is, did aid advertising department of 
me nf Westinghouse Electric Interna- 


Prince, 
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tional Co., New York. He succeeds 
Fred Fleischman Jr., who has re 
signed. John V. Deacon has been 
named to replace Mr. Nunez as 
assistant manager. 


Moves to Newsweek Building 

Mark Larkin, New York, public 
relations, has moved from 9 Snif- 
fen Court to the Newsweek Bldg., 
152 W. 42nd St. In addition to 
publicizing advertising agencies 
and clients, he will handle inde- 
pendent motion pictures and pro- 
ducers. 
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neatly—quickly—SAFELY. 


attractive plastic handle. 
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and Thread Picker * 


Two tools in one with RIP-A-STITCH! 
The curved prong picks out the thread, 
the fine steel blade rips the seam— 


MILADY THANKS YOU—Your prod- 
uct—your business—everytime she uses 
the easy finger saving RIP-A-STITCH, 
with your name or product printed on the 


YOUR NAME IN ““SAFE’’ HANDS— 
Goodbye to cui, scarred fingers—the 
RIP-A-STITCH is the modern safe way 
to rip seams, to pick or to cut threads. 
Safe in the hands—safe in the home. 
Constantly used. Constantly appreciated. 


aes 


Pe UY 


vithout paying through the nose. 


= = 


9. ( ne 


+e either way, we're just your size! 


see if you need a couple of hundred covers, we are definitely interested, 


and we'll see to it that you get the proper stock, metals and decoration 


+e if you need a couple of hundred thousand, we can handle that, too— 


\ decent delivery time, and at a price that will make you very happy. 


We can offer you binders in o wide voriety of cover materials and colors, with 
Practically any type of metal, and the finest stamping or process embossing you 
will find anywhere. We also manufacture acetate tabbed dividers to give you a 


Al 


patatint —_ 


complete package. Tel us your requirements and don't be afraid to ask for samples. 
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Many Manufacturers 
to Add Salesmen, 
Federation Finds 


WASHINGTON—About four out of 
five of 30 leading manufacturers 
in four major fields expect to in- 
crease their sales forces, and 
662% of them expect to increase 
their sales volume during the rest 
of 1949, according to preliminary 
results of a survey being made by 
the National Sales Executives. 

The results, announced by Ar- 
thur H. (Red) Motley, chairman 
of NSE and publisher of Parade, 
were disclosed at a joint meeting 
of the association board and gov- 
ernment leaders held here last 
week. 

Some of the survey’s highlights: 

Sales volume increases are ex- 
pected by two-thirds of the com- 
panies. One-sixth expect to hold 
their own; one-sixth expect a drop 
in volume. Appliance companies 
are the most confident—they anti- 
cipate a sales rise of 30%. Pro- 
cessed food companies think sales 
will rise 5%; proprietary drug 
companies expect a gain of 12%, 
and office equipment companies 
expect a loss of 4%. 


s Sales forces will be increased 
during the next four months, with 
appliances scheduling 12% in- 
crease, process foods 13% up, of- 
fice equipment up 5% and drugs 
up 1%. 

Many companies have already 
augmented their sales staffs. Ap- 
pliance companies have boosted 
their forces 20%, office equipment 
companies 20%, food companies 
18%, and drug companies 2%. 

Sales budgets are fatter than 
in 1948, with 74% of the com- 
panies reporting increases, and 
the remaining 26% unchanged. 

The survey will eventually cover 
12 major industrial classifications. 
Complete results are expected next 
month, and Mr. Motley believes 
the “general optimism and expan- 
sion of sales forces reflected in 
these results seem to hold in most 
other lines of industry covered.” 


Cash the Cartons, 
Ad for Blue Plate 


Margarine Suggests 


NEw OrLEANS—Blue Plate Foods’ 
new yellow margarine is better 
than ever and the carton carries 
a double-barreled bargain, house- 
wives are shown in a large-space 
ad in the Times-Picayune. 

The copy, using blue and yellow 
as extra colors to emphasize the 
Blue Plate trade name and product 
color, points out that the colored 
margarine not only is of smoother 
texture and finer flavor, but that 
the carton saves the consumer 
money, too. 

One end of the carton can be 
torn off and handed to the grocer, 
who turns over 5¢, “an immediate 
saving of 5¢ less than the regular 
low cost.” The other end of the 
carton, plus 50¢, may be mailed 
to the company, along with a cou- 
pon, for a three-piece set of Vice- 
roy silverware. 


Crazy Water Co. Elects 
Bickers President 


H. B. Bickers, vice-president 
and known as “Pappy,” has been 
elected president of Crazy Water 
Co., Mineral Wells, Tex., succeed- 
ing the late A. F. Weaver Sr. Mr. 
Bickers and Mr. Weaver purchased 
the company about two and one 
half years ago. For the past 15 
years Mr. Bickers has been asso- 
ciated with Texas Power & Light 
Co. A. F. Weaver Jr., owner of 
Crazy Water Distributing Co., 
Houston, has been named vice- 
president of Crazy Water Co. 

The company will use a series 
of cartoon and comic strip ads 
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WE'VE SAID IT 
IN THE PAS 
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is a Trade Name... 
It is Our Name 


U. S. Patent Office an 
not be used in any 
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HOME FREEZER 


TRADE MARK REGISTERED UNITED STATES PATENT OFFICE 
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Home Freezer Meepireeze wome Freezer 
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MILLIONS OF TIMES 
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n in reference to 
products made by the 
Deepfreeze Division, 


It is registered 


Motor Products Corporation, 


North Chicago Tllinois. 
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Advertising Typographers and Printers 


520 North Dearborn Street, Chicago 
Telephone WH itehall 4-7111 
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featuring the character, “Pappy,” 
in newspapers throughout the 
country. 
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HEAR ADVERTISING EXPERTS 
SERIES OF “ON-THE-SPOT” CLINICAL WORK- 


SHOPS (EACH CLINIC OFFERS FIVE SESSIONS) 


GS vofreshing, nfermalive “ ‘Ahuerliiing WMivkshofe x You can - ufferd lo metis/ 


MAKE YOUR RESERVATIONS TODAY _. COURSE STARTS SEPTEMBER 26 — 


ShAediute Truly a new and progressive approach to an advertising 
training and refresher course. Increase your chances on 
SEPTEMBER 26... “Guideposts for Today's Advertising Problems” your present job . . . improve your opportunity for a 
OCTOBER 3... . “Evaluating One's Advertising Career” better one . . . open the door into a new, inviting field, 
OCTOBER ae “How to Use Advertising Tools” - whatever your desires. 
OCTOBER 17... “Spotlighting Today's Opportunities in Advertising” 


| ENROLL NOW 
ry Shirl sbecuve Olen 2 lhe “Advertising Wirkshofi” 


RESEARCH EVERY MONDAY—OCT. 24 THROUGH NOV. 28* 

SALES CONTACT, TODAY 

PROMOTION EVERY TUESDAY—OCT. 25 THROUGH NOV. 4* 

CREATIVE CHICAGO FEDERATED 
a ADVERTISING EVERY WEDNESDAY—OCT. 26 THROUGH NOV. 20* 
2 LAYOUT 
= AND DESIGN EVERY THURSDAY— OCT. 27 THROUGH DEC. 1* 
- MEDIA EVERY FRIDAY—OCT. 28 THROUGH DEC. 2° 139 North Clark Street « Chicago 2, Illinois 

*No clinics scheduled week of Nov. 21 through Nov. 25 Call FRanklin 2-5365 


DECEMBER 3—"“INSPIRATIONAL AND AWARDS GENERAL SESSION” THIS SPACE SPONSORED BY COLLINS, MILLER & HUTCHINGS, INC, 
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